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smart  solutions,  personalized  service. 


Meet  the  game  changer. 

Transform  your  IT  infrastructure 
with  IBM  Flex  System. 

As  IT  moves  from  the  back  office  to  the  center  of  driving  business,  technology  needs  to 
deliver  faster  results  and  be  more  innovative.  It  is  time  for  a  simpler,  more  open,  flexible, 
and  efficient  infrastructure.  It  is  time  for  IBM  Flex  System™ 

IBM  Flex  System  features  an  innovative  chassis  designed  to  support  future  generations 
of  technology  and  provide  your  business  with  critical  investment  protection. 

This  first-of-its-kind1  offering  can  help  you  save  on  power  and  cooling  costs,2  and  can 
enable  rapid  SAN  creation  and  management  with  optional  integrated  storage. 

IBM  Flex  System  Manager™  lets  you  manage  several  hypervisors  and  all  physical  and 
virtual  resources  from  one  vantage  point.  With  a  no-compromise  design  that  goes 
beyond  blades,  IBM  Flex  System,  with  the  latest  Intel®  Xeon®  processors,  lets  you  take  a 
more  proactive  approach  to  IT. 


See  how  IBM  enabled  a  leading  IT  service  provider  to  transform 
their  IT  with  IBM  Flex  System. 

Download  the  case  study  at  ibm.com/systems/beyondblades 

Or  scan  the  QR  code  with  your  smartphone  to  learn  more  about  IBM  Flex  System. 


'IBM  Flex  System  is  the  first  blade  architecture  to  offer  a  single  management  tool  for  all  physical  resources  and  the  first  storage  virtualization  solution  for  internal  and  external  storage. 

2Power  supplies  are  80  PLUS  Platinum  certified;  IBM  internal  testing  showed  low-voltage  1.35  V  DDR3  memory  RDIMMs  consumed  11%  less  energy  than  1.5  V  DDR3  RDIMM& 

IBM,  the  IBM  logo,  IBM  Flex  System  Manager  and  IBM  Flex  System  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many  jurisdictions  worldwide. 
Other  product  and  service  names  might  be  trademarks  of  IBM  or  other  companies  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside 
are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©  International  Business  Machines  Corporation  2013.  All  rights  reserved. 
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CLOUD  SERVICES  HELP 


IMPROVE  PRODUCTION. 

AND  THAT  HELPS  FEED  THE  PLANET. 


3 

{POWERFUL  ANSWERS} 


TECHNOLOGY  THAT  SCALES  TO  FIT 

YOUR  UNIQUE  BUSINESS  ENVIRONMENT. 


One  size  does  not  fit  all  when  it 
comes  to  technology.  From  giving 
agricultural  companies  remote 
access  to  soil  and  climate  data  to 
helping  retailers  accommodate 
seasonal  sales  fluctuations— the 
cloud  scales  to  meet  your  unique 
business  needs. 

Business  objectives  are  driving 
today's  technology  decisions. 
Megatrends  such  as  employee 
mobility,  rapid  data  growth  and 
globalization  are  having  a  major 
impact  on  how  enterprise 
companies  operate,  creating  new 
competitive  opportunities  and 
new  IT  challenges. 
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With  its  "pay  for  what  you  use” 
scalability,  lower  operating  costs 
and  the  flexibility  to  add  new 
capabilities  quickly,  cloud 
technology  is  built  to  support  ever- 
changing  business  objectives. 
However,  some  IT  departments 
are  hesitant  to  move  to  the  cloud 
due  to  the  added  complexity  and 
concerns  about  data  security. 

But  moving  IT  to  the  cloud  doesn't 
have  to  be  complex,  if  you  choose 
the  right  cloud  and  the  right 
provider— one  that  brings  business 
and  IT  goals  together— increasing 
mobile  productivity  while 
maintaining  security. 


CLOUD  SERVICES 
FOR  BUSINESS 

Verizon  understands  the  needs  of 
enterprise  companies  and  provides 
innovative  cloud  services,  including: 

+  INFRASTRUCTURE  AS 
A  SERVICE  (IAAS) 

+  SECURE  CLOUD 

+  CLOUD  DEFENSE 

+  HYBRID  CLOUD 

+  BUSINESS  CONTINUITY 


The  cloud  scales  to  meet  your 


needs,  whether  you're  monitoring 


soil  conditions,  or  managing  a 
global  supply  chain. 


BUILDING  A  SECURE  CLOUD. 


At  Verizon  Terremark,  we  take  a  data-centric 
approach  to  security.  We  work  with  you  to 
determine  your  core  business  needs  and  then 
help  you  develop  cloud  security  standards  and 


policies  that  everyone  can  feel  confident  about. 
Using  this  holistic  approach,  we  can  help  you 
build  a  secure  cloud  model  that  will  adapt  and 
grow  with  your  business. 


WHY  VERIZON?  NO  ONE  DOES  CLOUD  LIKE  WE  DO. 
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Data  Disconnects 

Our  lives  are  so  steeped  in  data  of  all  kinds  that  we’ve  grown  quite  accus¬ 
tomed  to  the  sheer  volume  and  scope  of  digitized  information.  We  assume 
that  it’s  stashed  in  some  sophisticated  system  somewhere,  delivered  by  pow¬ 
erful  networks  to  countless  destinations,  hopefully  for  all  the  right  reasons. 

We  also  assume  it’s  ultimately  trackable,  don’t  we?  That’s  what  traditional 
systems  of  record  have  always  been  about.  Accountability.  Traceability. 

So  it  comes  as  a  shock  to  realize  how  perilously  disconnected  some  of 
our  most  important  public  safety  data— the  life-protecting  kind  involving 
our  food  and  drug  supplies— has  actually  become.  That’s  the  focus  of  our 
sobering  cover  story  this  month  (“Without  a  Trace,”  Page  22).  And  there’s 
no  happy  ending  to  this  story  in  sight. 

When  a  serious  threat  arises  (like  the  2006  outbreak  of  deadly  bac¬ 
teria  in  bagged  spinach),  it’s  maddeningly  difficult  to  trace  the  problem 
backward  in  the  food  supply  chain,  reports  Managing  Editor  Kim  S.  Nash. 
Data  disconnects  also  threaten  public  safety  in  other  ways,  most  notably 
in  shortages  of  vital  medications  such  as  cancer  drugs  and  anesthetics. 

“CIOs  who  want  to  keep  their  companies  out  from  under  news  headlines 
about  ever-expanding  or  botched  recalls  must  understand  that  you  won’t 
know  how  good  your  supply  chain  traceability  is  until  you  have  to  run  it 
in  reverse,”  Nash  writes. 

This  was  a  tough  story  to  get  CIOs  on  the  record  discussing.  The  topic 
is  controversial,  frustrating  and  strewn  with  regulatory  pitfalls.  So  we’re 
especially  grateful  to  CIO  Patty  Morrison  of  Cardinal  Health  for  her  willing¬ 
ness  to  talk  in  detail  about  how  this  $108  billion  drug  distributor  is  using 
predictive  analytics  and  other  technologies  to  “look  forward”  into  its  mas¬ 
sive  supply  chain  to  spot  potential  shortages.  Another  CIO  who  helped  out 
was  Randy  Gaboriault  of  Christiana  Care  Health  System.  Lacking  internal 
systems  for  predicting  drug  shortages,  the  pharmacy  staff  at  this  1,100-bed 
hospital  center  must  monitor  potential  problems  by  watching  the  Food 
and  Drug  Administration’s  website,  checking  in  with  suppliers,  and  then 
stockpiling  vital  medications. 

Finding  an  eventual  solution  to  this  thorny  problem  requires  a  funda¬ 
mental  behavioral  change  for  food  and  drug  companies:  tearing  down  some 
old  confidentiality  habits  and  sharing  data  with  competitors,  government 
agencies  and  even  the  public.  How  do  you  think  CIOs  can  help  make  this 
happen?  Write  in  and  share  your  ideas. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 
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CHATTER 


New  Spins  on  Data  Use 

Creative  ways  to  improve  business  pro¬ 
cesses  without  straining  IT  resources 

were  a  big  topic  at  MIT's  Sloan  CIO  Sym¬ 
posium  in  May.  Senior  Online  Writer  Brian 
Eastwood  reports  that  CIO  Michael  Relich  of 
Guess  said  data  analysis  led  the  retailer  to 
use  two-dimensional  barcodes  that  can 
be  scanned  with  an  iPad,  which  shows  buy¬ 
ers  data  on  a  garment  they're  considering 
purchasing  for  Guess  stores.  And  CIO  Wil¬ 
liam  Miller  Jr.  of  Broadcom,  a  semiconduc¬ 
tor  chip  maker,  rolled  out  an  enterprise 
social  network  to  help  engineers  stay 
organized,  www.cio.com/article/734017 

BYOD  Growing  Pains 

Companies  considering  bring-your-own- 
device  policies  should  first  carefully 
consider  how  this  change  may  affect  two 
groups  of  employees:  hourly  workers 
and  salespeople.  With  hourly  workers, 
Senior  Online  Writer  Tom  Kaneshige  says, 
companies  must  watch  the  divide  between 
work  and  personal  life,  as  lawsuits  are 
cropping  up  over  after-work  demands  on 
employees.  With  salespeople,  who  love  to 
keep  client  contacts  on  their  personal 
devices,  companies  are  vulnerable  to  los¬ 
ing  that  info  when  the  employee  moves 
on.  www.cio.com/article/73B399 

Social  Barricades 

Some  companies  still  block  workplace 
access  to  social  tools  due  to  security  con¬ 
cerns  and  fears  of  lost  productivity, 
according  to  a  global  survey  from  Microsoft. 
Senior  Online  Writer  Kristin  Burnham 
writes  that  while  executives  want  more 
collaboration,  they  can't  get  it  without 
social  tools-and  employees  are  bringing 
in  their  own  freemium  products  any¬ 
way.  www.cio.com/article/734136 


Compiled  by  Staff  Writer  Lauren  Brousell. 
Have  a  comment  about  a  story  in  this 
issue?  Go  to  www.cio.com/issue/ 
20130701  or  write  to  lettersapcio.com. 
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WHAT  HAPPENS  WHEN 


1.888.565.0052 

michiganadvantage.org/CIO 


©Detroit's  wide-open  startup  scene.  A  city  known 
for  revving  motors  has  a  brand-new  engine.  A  fresh 
workforce  is  thriving  downtown  with  young,  passionate 
developers  looking  to  make  a  difference.  Thousands  of  new 
jobs  have  been  created  or  moved  into  the  city,  turning  Detroit 
into  a  tech  hub.  Mobile  cloud  technology,  and  a  supportive 
community,  are  helping  IT  startups  flourish.  Because  having  a 
permanent  welcome  sign  for  the  dreamers  is  Pure  Michigan. 
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Place  Your  Bets 

It's  an  exciting  time  to  be  a  CIO.  Technology  is  increasingly  seen  as  a 
primary  business  driver,  an  engine  of  innovation  and  a  true  competitive 
advantage  for  many  companies.  Although  the  influx  of  consumer  devices 
and  the  general  consumerization  of  IT  certainly  create  challenges  in  terms 
of  process,  policy  and  security,  overall,  the  CIOs  I  speak  with  look  quite 
favorably  upon  this  whole  trend. 

More  often  than  not,  consumerization  elevates  the  importance  of  tech¬ 
nology  within  CIOs’  enterprises.  As  we  saw  in  our  annual  State  of  the  CIO 
research  earlier  this  year,  CIOs  are  trimming  spending  on  core  systems  like 
CRM  and  ERP  in  order  to  invest  more  in  customer-engaging  technologies. 

The  great  news  there  is  that  venture  funding  continues  to  flow  into  tech¬ 
nology  startups  that  focus  on  the  enterprise  rather  than  the  consumer.  Even 
some  companies  that  started  in  the  consumer  market— like  Dropbox  or 
YouSendlt— are  now  aiming  at  the  enterprise  with  new  tools  and  controls 
more  suitable  to  corporate  business. 

At  CIO,  we’re  working  on  ways  to  strengthen  the  connections  between 
you  and  startup  enterprise  players.  Last  February,  we  used  one  of  our 
partnerships  to  bring  12  CIOs  into  the  headquarters  of  a  top  Silicon  Val¬ 
ley  venture-capital  firm  for  a  daylong  meeting  with  10  startups,  most  of 
which  were  in  the  data-management  and  analytics  markets.  The  feedback 
I  heard  from  those  CIOs  afterward  was  outstanding.  They  felt  the  day  was 
a  worthy  use  of  their  valuable  time  as  they  met  with  fledgling  companies 
and  learned  about  the  advantages  these  new  products  might  provide  to  their 
organizations.  They  were  free  to  ask  hard  questions  about  go-to-market 
strategies,  competitors  and  specifics  about  how  these  new  technologies 
would  integrate  into  current  architectures— or  what  systems  they  might 
replace  entirely. 

Recently  I  met  again  with  four  of  our  CIO  participants  from  that  day  and 
learned  that  two  of  them  are  signing  agreements  with  two  of  the  presenting 
vendors.  Neither  CIO  had  heard  of  these  new  players  before  our  meeting; 
now  they  are  ready  to  place  bets  on  these  new  players. 

We’ll  soon  be  doing  a  second  round  of  this  intimate  event,  outside  Silicon 
Valley,  in  locales  where  CIOs  have  fewer  opportunities  to  make  these  kinds 
of  connections.  If  you  think  you  and  your  local  network  of  IT  leaders  would 
value  something  like  this,  I’d  love  to  hear  from  you,  so  please  drop  me  a  note. 


Adam  Dennison,  VP  &  Publisher 

adennison@cio.com 
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INTRODUCING  THE  NEW 
BUSINESS  EXPERIENCE. 


Samsung  is  elevating  your  business 

to  the  extraordinary  standards  you’ve  come  to  expect  in  your  everyday  life. 

People  everywhere  are  enjoying  the  benefits  new  technology  brings  to  their  everyday  lives  but  are  slow  to  experience  these 
advances  in  the  business  world.  Enter  Samsung.  We’re  partnering  with  you  to  make  business  more  interactive,  more  integrated 
and  more  mobile.  In  fact,  many  organizations  are  already  unlocking  the  potential  of  their  favorite  Samsung  devices,  from 
Samsung  digital  signage  to  Galaxy  smartphones  and  tablets.  Samsung  is  creating  unique,  personalized  experiences  for 
customers  and  employees  while  liberating  the  workspace  with  mobility  solutions  that  keep  everyone  connected.  Across  a 
diverse  spectrum  of  industries,  from  retail  to  healthcare,  hospitality  to  sales,  it’s  technology  that  brings  people  together-yes, 
even  for  business-to  better  share,  collaborate  and  discover  new  opportunities.  Learn  how  Samsung  can  help  you  create 
your  New  Business  Experience  at  www.samsung.com/NBX. 


THE  NEW 

BUSINESS 

EXPERIENCE 


The  Samsung  products  that  power  the  New  Business  Experience. 

rm 
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Custom  built  setting  for  wall  mounted  Samsung  digital  signage  ME6SB  with  touch  overlay.  Actual  dimensions  not  as  shown.  ©  201 3  Samsung  Electronics  Co.  Ltd. 
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Kinecting  With  Kids 

Build-A-Bear's  experiment  with  touch  screens  and 
interactive  technologies  aims  to  win  over  the  digital  generation 

BY  LAUREN  BROUSELL 

Build-A-Bear  Workshops  are  getting  a  makeover.  With  store  sales  down  in  five  of  the  last  six 
years,  the  company  needs  to  win  back  kids  who  want  toys  that  feature  the  latest  and  greatest  tech. 

Until  now,  the  $381  million  company  relied  on  a  manual  process  where  store  associates  helped 
kids  stuff  animals,  wash  them  at  a  mock  bathtub  and  dress  them  in  front  of  mirrors.  But  Build- 
A-Bear  knows  “manual”  can’t  satisfy  digital-savvy  customers,  ages  6  to  12,  used  to  playing  with 
technology  like  the  Wii  or  LeapPad.  The  company  now  wants  to  change  how  kids  use  the  stores. 

“We  can’t  just  sprinkle  technology  into  stores  because  it’s  not  about  technology.  It’s  about  the 
experience,”  says  Dave  Finnegan,  Build-A-Bear’s  chief  information  and  interactive  officer. 

The  company  is  revamping  its  design  process  with  touch  screens  and  gaming  interfaces.  “This 
is  using  technology  to  take  the  customer  on  a  journey  to  bring  the  animal  to  life,”  says  Greg  Buzek, 
president  of  research  firm  IHL  Group.  Build-A-Bear  has  to  offer  a  unique  experience  to  lure  ►  ► 
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. 61%  U.S.  tech  companies  that  plan  to  hand  over  the  manufacturing 

of  their  products  to  offshore  outsourcers  this  year,  bdo  usa . 
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parents  to  the  mall,  where  most  of  its  stores 
are  located,  he  says. 


HEADACHES  in 

CHINA 


'It's  not  about 
technology. 
It's  about  the 
experience." 

-Dave  Finnegan,  CIO, 
Build-A-Bear  Workshop 


Justin  Bieber  in  a  Bear 

In  nine  revamped  stores,  a  Microsoft  Kinect 
screen  at  the  entrance  displays  messages, 
such  as  which  new  My  Little  Pony  items  are 
available.  Once  inside,  a  kid  chooses  an  ani¬ 
mal,  swipes  on  a  Microsoft  PixelSense  screen 
to  select  its  characteristics,  such  as  generous 
or  kind,  and  adds  sound  chips,  such  as  a  song 
by  Justin  Bieber. 

Next,  an  employee  scans  the  toy’s  barcode 
to  link  it  with  the  child’s  name  and  birthday, 
which  are  already  in  the  system.  The  barcode 
identifies  each  animal  so  associ¬ 
ates  can  personalize  the  experi¬ 
ence,  such  as  by  mentioning  the 
child’s  upcoming  birthday 

In  a  feature  due  this  summer, 
kids  will  use  Samsung  Multi- 
Touch  screens  to  drag  virtual 
stuffing  into  their  toys  while  an 
associate  adds  the  real  stuff.  They 

then  move  to  a  PixelSense  station  to  give  the  bear  a  virtual  bath. 
In  early  setups,  kids  could  use  screens  to  try  on  simulated  outfits, 
but  they  preferred  playing  with  real  clothing,  so  Build-A-Bear 
removed  the  digital  version. 

Build-A-Bear  has  seen  a  25  percent  increase  in  sales,  on  aver¬ 
age,  in  the  revamped  stores,  and  it  plans  to  roll  out  50  more 
high-tech  stores  by  the  end  of  2014. 

Finnegan  says  the  company  wants  to  keep  kids  coming  back 
after  their  first  purchase.  To  that  end,  it’s  refreshing  Bearville,  a 
virtual  world  where  kids  play  with  their  bears  online.  Competi¬ 
tor  Webkinz,  which  offers  its  own  stuffed  toys  and  interactive 
website,  outranks  Bearville  in  traffic  and  page  views,  according 
to  Alexa.com,  which  tracks  Web  metrics. 

Build-A-Bear  plans  to  roll  out  a  mobile  app  called  Bear  Valley 
this  year.  Also  in  the  works:  customized  marketing  via  email, 
text  and  regular  mail  with  QR  codes  kids  can  bring  to  the  store 
for  a  bear  spa  day,  birthday  celebration  or  other  special  event. 

“If  you  come  back  to  Build-A-Bear,”  Finnegan  says,  “you  can 
unlock  a  different  story  or  experience  each  time.” 

Contact  Staff  Writer  Lauren  Brousell  at  lbrousell@cio.com.  Follow  her 
on  Twitter:  @lbrousell. 


Censorship,  data  theft 
and  poor  Internet  access 

make  it  tough  to  do  business 
in  China, 


U.S.  businesses  operating  in  China  say: 

26%  Suffered  a  data  breach  or  theft  of  trade  secrets 
62%  Were  hampered  by  blocked  search  engines 
72%  Struggle  with  slow  or  unstable  Internet  access 


SOURCE:  Survey  of  325  members  of  The  American  Chamber  of  Commerce  in  the  People's  Republic  of  China 


Where  to  Find 
Big-Data  Gold 

When  it  comes  to  leveraging  big  data,  many 
companies  focus  on  the  marketing,  sales  and 
customer-service  functions,  but  they  may 
find  even  greater  ROI  in  areas  such  as  logistics 
or  finance,  says  Satya  Ramaswamy,  an  execu¬ 
tive  at  Tata  Consultancy  Services  (TCS). 

A  TCS  study  of  643  big-data  initiatives 
found  that  logistics  managers  expect  their 
big-data  projects  to  yield  a  78  percent  return, 
whereas  marketing  execs  expect  to  achieve  a 
41  percent  return.  "Opportunities  to  capital¬ 
ize  on  big  data  exist  in  numerous  corners  of  a 
large,  global  company,"  Ramaswamy  says. 

Manufacturing  managers  see  the  most 
value  in  using  big  data  to  detect  product 
defects,  boost  quality  and  improve  supply 
planning.  A  $2  billion  industrial  manufac¬ 
turer,  for  example,  analyzes  sales  data  to 
gauge  the  profitability  of  repeat  customers 
and  to  "determine  which  products  and  pro¬ 
cesses  should  be  scrapped,"  the  study  says. 

In  logistics,  TCS  points  to  Deere  and  Co., 
which  is  experimenting  with  big-data  tech¬ 
nology  to  assess  its  parts  inventory  in  real 
time.  Meanwhile,  finance  managers  expect  to 
get  the  most  big-data  value  from  measuring 
risk  and  improving  budgeting  and  forecast¬ 
ing,  the  TCS  study  says.  -Thor  Olavsrud 


Mill 


. 50%  Employees  who  say  they're  less  productive  at  work  when  the 

visual  privacy  of  their  computer  screens  is  at  risk.  Ponemon  institute . 
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Where  Process  Is  King 

Top  CIOs  use  their  unique  position  to  streamline  business  processes 
and  make  their  companies  more  competitive  by  phil  weinzimer 


CIOs  who  expand  their  role  beyond  the 
traditional  purview  of  IT  can  significantly 
boost  the  bottom  line  by  improving  business 
processes.  It  requires  CIOs  to  have  business 
acumen  and  organizational  skills,  on  top  of 
technology  prowess,  but  the  result  can  be  a  more  competi¬ 
tive  and  nimble  business. 

Business  execs  manage  a  complex 
set  of  processes  within  their  depart¬ 
ments  and,  as  a  result,  don’t  have  the 
bandwidth  to  comprehend  the  ever- 
changing  process  complexities  in  other 
departments.  CIOs,  however,  are  in  an 
ideal  position  to  see  the  broad  array  of 
interactions  among  employees,  custom¬ 
ers  and  business  partners— and  identify 
opportunities  for  improvement  across  the  entire  enterprise. 
As  Jim  Stikeleather,  chief  innovation  officer  at  Dell,  puts 
it:  “CIOs  should  know  more  about  how  the  business  runs 
than  any  other  executive.” 

An  enterprise  process  map  is  a  basic  tool  used  by  CIOs 
to  improve  business  performance.  When  Steve  O’Connor 
was  hired  as  CIO  at  AAA  Northern  California,  Nevada  and 
Utah  Insurance  Exchange,  he  quickly  discovered  that  an 
enterprise  process  map  didn’t  exist.  With  the  approval  of 
the  CEO,  O’Connor  created  a  tiger  team  of  IT  and  business 
personnel  to  map  out  the  business  processes  so  he  could 
partner  with  his  C-level  peers  to  improve  processes  so  they 
could  achieve  the  company’s  aggressive  growth  plan. 

Randy  Spratt,  CIO  and  CTO  at  McKesson,  collaborates 
with  C-level  peers  to  focus  on  improving  the  processes 
that  will  have  the  most  dramatic  effect  on  business  per¬ 
formance.  For  example,  Spratt  developed  the  Business 
Integration  Office,  which  integrates  acquired  businesses 
into  the  McKesson  business  model.  Previous  integration 
activities  weren’t  documented  and  required  an  average  of 
three  months  to  complete.  Spratt’s  team  developed  a  pro¬ 
cess  playbook  that  reduced  that  time  to  three  weeks. 

At  Global  Partners,  a  major  fuel  distributor,  CIO  Ken 
Piddington  has  an  extensive  background  in  the  energy 


industry,  which  allowed  him  to  see  an  opportunity  to 
improve  the  process  of  serving  customers  at  distribution 
terminals.  The  setup  process  was  manual,  extremely  slow 
and  not  competitive.  So  Piddington  says  he  took  over  the 
operational  support  group  and  re-engineered  the  setup 
process  to  produce  an  80  percent  improvement  in  average 
customer  setup  time. 

At  Procter  &  Gamble,  CIO  Filippo 
Passerini’s  team  collaborated  with  R&D 
to  virtualize  the  process  of  redesigning 
the  packaging  for  consumer  products  by 
using  3-D  design  software.  “Now,  instead 
of  taking  five  or  six  weeks  to  redesign  a 
physical  mock-up,  we  can  now  do  it  in 
days  or  hours,”  he  says. 

“We’re  at  a  unique  point  where  the 
stars— business  needs— and  the  moon— enabling  tech- 
nology—are  aligned  for  the  CIO  to  play  an  unprecedented 
leadership  role  in  the  business,”  says  Passerini. 

How  do  you  become  the  king  or  queen 
of  process? 

■  Know  your  business,  its  competitive  environ¬ 
ment  and  the  value  that  your  company’s  products 
and  services  provide  customers  and  partners. 

■  Understand  the  key  processes  across  the  enterprise 
and  identify  opportunities  for  improvement. 

■  Collaborate  with  your  C-level  peers  to  develop 
improvements  to  business  processes. 

■  Immerse  employees  in  internal  and  exter¬ 
nal  user  experiences  so  they  learn  how 
business  processes  operate. 

Building  these  competencies  will  move  you  into  the 
strategic  CIO  role  and,  more  importantly,  create  customer 
value,  improve  margins  and  increase  shareholder  wealth. 


Phil  Weinzimer  is  president  of  Strategere  Consulting  and 
author  of  the  forthcoming  book,  The  Strategic  CIO:  Changing 
the  Dynamics  of  the  Business  Enterprise.  Contact  him  at 
pweinzimer@strategere.com. 


CIOs  are  in  an  ideal 
position  to  see 
the  broad  array 
of  interactions 
among  employees, 
customers  and 
partners. 
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IT'S  YOUR  DAY 
CREATE  SOMETHING 
POWERFUL. 

Where  could  you  take  your  business  if  you  had  fewer  daily  distractions?  It's  time  to 
find  out.  With  CenturyLink  as  your  trusted  technology  partner,  you  get  access  to  a 
global  broadband  network,  custom  communications  solutions  and  a  visionary  cloud 
infrastructure  with  data  centers  around  the  world  -  freeing  you  to  innovate  and  grow 
your  business  into  something  even  more  successful. 


centurylink.com/link 


Data  •  Voice  •  Cloud  •  Managed  Services 


CenturyLink* 

Business 


Your  link  to  what's  next,M 
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WALGREEN  CO 

m  Opening  Up  to  External  Apps 


BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Open  Walgreens' application  program 
interfaces  (APIs)  to  third-party  mobile  apps.  By  building 
an  "open  API  layer,"  companies  can  let  external  develop¬ 
ers  connect  mobile  apps  to  corporate  systems  and  create 
new  capabilities  for  customers. 

THE  BUSINESS  CASE  ::  Walgreens.com  gets  12  million 
visitors  per  week,  36  percent  of  whom  head  directly  to  a 
local  store.  And  those  online  visits  are  increasingly  origi¬ 
nating  from  mobile  devices.  “It’s  the  perfect  multichannel 
device,”  says  Abhi  Dhar,  Walgreens’  CTO  of  online  technol¬ 
ogy.  “Customers  initiate  a  conversation  and  communicate 
an  intention  with  the  brand  on  the  mobile  device  and  fin¬ 
ish  it  in  the  store.”  The  $71.6  billion  retailer  had  its  own 
mobile  development  program,  but  Dhar  wondered,  “what 
if  we  could  take  any  developer  out  there  with  a  consumer 
engagement  model  and  some  creativity  and  enable  them 
to  send  a  customer  to  our  store?  We  could  expand  that  12 
million  reach  and  expand  that  36  percent.” 

FIRST  STEPS  ::  Walgreens  partnered  with  Apigee  to 
manage  third-party  developer  interactions  and  launch 
its  developer  portal.  The  pharmacy  chain’s  first  open  API, 
released  in  July  2012,  was  Walgreens  QuickPrint,  which 
lets  customers  send  digital  photos  directly  from  popular 
apps  like  Instagram  to  a  Walgreens  store  for  printing  and 
pickup.  Another  open  API,  which  debuted  in  February,  lets 
customers  order  prescription  refills  on  their  mobile  devices. 

Walgreens  is  considering  other  API  opportunities  as 
well.  “Anything  that  can  be  initiated  from  the  digital  chan¬ 
nel  in  a  reliable,  customer-friendly  way— that’s  all  on  the 
radar,”  Dhar  says. 

The  technology  process  was  relatively  straightforward, 


taking  the  interfaces  used  internally  for  mobile  app  devel¬ 
opment  and  recasting  them  for  third-party  use.  “We  had 
a  lot  of  experience  with  what  it  meant  to  test,  launch  and 
operate  them  because  the  Walgreens  app  itself  is  a  client,” 
Dhar  says.  What  took  more  effort  was  attracting  the  exter¬ 
nal  developer  community.  Dhar  appointed  evangelists  to 
forge  relationships  with  developers  around  the  world,  par¬ 
ticipate  in  related  events  and  host  hackathons. 

The  drugstore  chain  is  already  seeing  incremental  rev¬ 
enue  increases  from  the  open  APIs,  says  Dhar.  But  there’s 
been  a  more  important  benefit.  “[It]  builds  innovation 
capital  around  our  110-year-old  brick- and-mortar  brand,” 
Dhar  says.  “That’s  useful  in  the  context  of  the  investment 
community,  but  it  also  builds  the  cachet  we  need  to  attract 
the  young  talent  we  would  not  otherwise  have.” 

WHAT  TO  watch  OUT  FOR  ::  Open  integration  with 
third-party  apps  creates  "some  brand  issues  you  have  to 
worry  about,"  says  Dhar.  "But  the  big  risk  is  making  sure 
that  the  checkout  process  in  the  store  remains  stable." 

Developers  can  integrate  Walgreens  APIs  into  their 
apps  any  way  they  want,  so  testing  the  physical  output- 
for  example,  photos  in  the  case  of  in-store  printing-for 
each  app  is  time-consuming,  but  critical. 

Collaborating  with  app  developers  requires  keeping 
up  with  their  rapid  development  cycles,  Dhar  notes.  But 
he  says  his  e-commerce  operation  faces  the  same  time 
pressures  from  internal  customers,  so  over  the  past 
three  years  he  has  shortened  development  cycles.  "It 
wasn't  a  huge  cultural  challenge  for  us  because  now  we 
can  run  as  fast  as  anyone  else." 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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. 74%  IT  workers  who  say  they  prefer  working  on-site  over  working  remotely 

because  they  like  the  camaraderie  of  face-to-face  interactions  Robert  Half  Technology  •  •  • « 
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Per  Second: 
Unparalleled 
Cisco  Server 
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Industry- Leading 
Database  Performance 

34%  Faster 2 


Cisco  Unified 

Computing 

System 


Outperforms  RISC  by 


7% 

Applications' 


Unparalleled  Application  Performance 
with  Cisco  Servers. 

Find  out  more  at  cisco.com/sen/ers 
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CISCO  starts  here. 


For  more  performance  information,  visit  cisco.com/go/ucsbenchmarks. 

I.  Based  on  SPECjb02005  benchmark  on  Cisco  UCS  C220  M3  server  al  7.584,567  BOPS.  792.284  BOPS/JVM.  2  Based  on  TPC  Benchmark  C  Results  on  2  Processor  Systems.  Cisco  UCS  C240  M3  High-Density  Rack  Server  with  Oracle  Database  7  7g 
Release  2  Standard  Edition  One,  1,609.186.39  tpmC,  S0.47/tpmC.  available  9/27/12  compared  to  IBM  Power  780  Server  Model  97 79-MHB  with  IBM  DB2  9.5.  1,200,01 1  00  tpmC,  $0.69/tpmC.  available  10/13/10.  3.  Based  on  SPECjEnterprise2010 
benchmark  with  8  total  Java  EE  Server  processors  on  Cisco  UCS  B440  M2  servers  at  26,118.67  EjOPS  compared  to  RISC-based  IBM  Power  780  at  16.646.34  EJOPS.  SPEC ®,  SPECjbb »,  and  SPECjEnterphse •  are  registered  trademarks  ot  Standard 
Performance  Evaluation  Corporation  TPC  Benchmark  C*  is  a  trademark  of  the  Transaction  Performance  Processing  Council  (TPC).  The  performance  results  described  here  are  derived  from  detailed  benchmark  results  available  at  http://www.spec.org 
and  http://www  tpc.org  as  ot  7  -15-2013.  92013  Cisco  and/or  its  affiliates.  All  rights  reserved.  All  third-party  products  belong  to  the  companies  that  own  them.  Cisco,  the  Cisco  logo,  and  Cisco  UCS  are  trademarks  or  registered  trademarks  of  Cisco. 
Intel,  the  Intel  logo.  Xeon  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries  All  other  trademarks  are  the  property  of  their  respective  owners. 


Greater  Visibility  Ahead 


To  better  prioritize  repairs,  an  Israeli  airline  maps  data  center 
assets  to  business  processes  by  Stephanie  overby 

It's  never  good  when  a  server  goes  down.  At  an  airline  like  Israel’s  El  Al,  it  could  mean  problems 
for  the  workers  in  the  operations  control  center  who  are  charged  with  keeping  planes  in  the  sky.  Or 
it  could  mean  that  George  in  HR  is  going  to  have  to  use  a  different  printer. 

Until  recently,  it  was  hard  to  tell  the  difference.  Any  IT  infrastructure  issue  triggered  an  alert, 
whether  it  affected  the  ticketing  system  or  accounts  payable.  The  IT  group  could  not  assess  the 
business  impact  of  the  problems  and  some  repairs  took  too  long. 

The  company’s  Tel  Aviv  data  center  had  grown  increasingly  complex— hundreds  of  servers, 
increased  virtualization,  many  applications.  An  IT  service  management  (ITSM)  suite  enabled  the 
IT  team  to  figure  out  which  technology  piece  had  a  problem,  but  not  what  the  real  business  impact 
would  be,  says  Itzik  Cohen,  El  Al’s  director  of  infrastructure  and  communications.  ►  ► 
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accessing,  sharing,  and  securely  printing 
documents  from  anywhere,  with  the  touch  of  a  button, 
helps  you  do  more,  and  do  better. 


ADVANCED 


is  an  understatement.  Our  next-generation  imageRUNNER  ADVANCE  Series  integrates  seamlessly 
with  your  enterprise  systems.  So  much  so,  it  becomes  an  important  part  of  how  your  business  runs. 
It  gives  users  easy,  secure  ways  to  do  more  in  less  time— from  simple-to-use,  one-touch  interfaces, 
to  printing  and  scanning  via  the  cloud.  And  it  gives  IT  staff  easy  and  total  control. 


See  it  in  action  at  usa.canon.com/SimplyAdvanced 
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Canon 

©2013  Canon  USA,  Inc  All  Rights  Reserved  CANON  and  imageRUNNER  are  registered  trademarks 
ot  Canon  Inc.  in  the  United  States  and  may  also  Oe  registered  trademarks  or  trademarks  in  other 
countries  iPhone  and  Mac  are  trademarks  ol  Apple  Inc  ,  registered  in  the  U  S.  and  other  countries. 
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►  ►IT  management  Continued  from  Page  16 


Traditional  ITSM  tools  discover  all  the  components 
in  an  IT  infrastructure,  which  are  then  put  into  a  data¬ 
base,  explains  Linda  Musthaler,  principal  analyst  at 
Essential  Solutions.  Then  someone  has  to  manually  cor¬ 
relate  the  IT  assets  to  business  services.  El  A1  attempted 
to  do  that,  but  mapping  a  single  service  took  weeks,  and 
by  the  time  the  process  was  done,  the  map  was  out  of 
date,  Cohen  says. 

El  Al’s  infrastructure  group  wanted  an  automated 
way  to  connect  the  dots  between  the  airline’s  business 
processes  and  its  underlying  systems.  “We  wanted  to 
take  more  proactive  action  for  the  business  rather  than 
simply  monitor  systems,”  Cohen  says. 

Uncovering  Friction 

Last  year,  El  A1  signed  on  as  one  of  the  first  customers  of 
Neebula  Service  Watch,  an  IT-management  tool  focused 
on  business  processes.  Once  the  infrastructure  team 
provides  an  entry  point,  like  a  URL  or  a  simple  object 
access  protocol  call,  for  a  specific  business  activity— say, 
the  frequent  flyer  program  or  plane  maintenance  sched¬ 
uling— Service  Watch  detects  all  associated  components. 
The  tool  can  also  map  business  services  to  components 
of  proprietary,  homegrown  systems  that  were  previously 
considered  inscrutable. 

The  tool  models  how  lower-level  events  might  affect 
high-priority  services:  those  that  generate  revenue,  like 
the  contact  center  or  website,  or  those  that  play  a  safety 
or  security  role.  A  dashboard  displays  the  health  status 
of  critical  systems  on  a  single,  color-coded  screen.  El  A1 
has  mapped  its  60  most  critical  business  processes,  with 
the  remaining  170  to  follow  this  year. 

Modeling  most  business  processes  takes  just  a  few 
hours.  Those  that  involve  homegrown  systems  take  a 
few  days.  The  hard  part,  Cohen  says,  was  defining  El 
Al’s  230  business  processes.  That  required  consensus 
between  not  just  IT  and  its  business  stakeholders  but 
also  between  IT  and  IT,  he  says.  There  had  always  been 
some  friction  between  the  applications  group  and  the 
infrastructure  team  about  the  source  of  problems— was 
it  a  server  issue  or  did  something  within  an  application 
change?  Applications,  infrastructure  and  the  business 
had  to  get  on  the  same  page. 

“But  at  the  end  of  it  all,”  Cohen  says,  “we  finally  have 
some  common  knowledge.  It’s  not  just  that  everything 
is  down  or  everything  is  up.” 

Cohen  expects  that  service  availability  will  continue 
to  improve  now  that  IT  can  immediately  pinpoint  what 
process  a  specific  component  will  affect.  “This  enables 
us  to  prioritize  where  and  when  to  spend  our  resources.” 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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►  SHAREPOINT  2013 


1A  LOT  HAS  CHANGED.  The  2013  version  of  Share- 
Point,  Microsoft's  all-purpose  enterprise  collaboration 
server,  packs  many  new  and  improved  features,  includ¬ 
ing  a  redesign  of  the  user  interface,  the  addition  of 
SkyDrive  Pro  for  enhanced  storage  and  sync  of  documents, 
better  task  management,  a  revamped  search  engine  and 
sharper  e-discovery  features.  In  general,  SharePoint  is  used 
to  build  intranets,  websites,  forums,  blogs  and  wikis,  as  well 
as  to  store,  search  and  manage  documents. 


2  IT'S  WEAK  ON  MOBILE.  "Microsoft  hasn't  given 

much  attention  to  mobility  on  SharePoint,  and  there 
doesn't  seem  to  be  a  sense  of  urgency  around  it, 
which  is  bewildering,"  says  Gartner  analyst  Jeffrey 
Mann.  Microsoft  provides  a  SharePoint  Newsfeed  app  for 
Windows  8,  Windows  Phone  and  iOS,  but  an  Android  version 
isn’t  expected  until  later  this  year.  SharePoint  also  has  a  Sky- 
Drive  Pro  mobile  app.  But  Mann  says  the  mobile  apps  provide 
only  "a  small  subset  of  what  SharePoint  offers." 


3  YAMMER  INTEGRATION  IS  COMING,  SLOWLY. 

Microsoft's  $1.2  billion  purchase  of  Yammer  was  an 
acknowledgement  that  SharePoint's  social  network¬ 
ing  capabilities  were  insufficient.  But  Microsoft  has  a 
long  way  to  go  on  meshing  the  two  products.  This  summer. 
Office  365  customers  will  be  able  to  replace  SharePoint 
Online's  activity  stream  with  Yammer's,  and  users  can  embed 
a  Yammer  group  feed  into  a  SharePoint  site.  Later  in  the  year, 
the  integration  will  deepen  with  single  sign-on  and  the  inclu¬ 
sion  of  Yammer  in  the  Office  365  interface.  Yammer  will  also 
be  integrated  with  Office  Web  Apps  before  the  end  of  the 
year.  Next  year,  customers  can  expect  Yammer  integration 
with  Office  365  components  such  as  Lync  and  Exchange,  and 
with  Microsoft  Dynamics  enterprise  software. 


4 UPGRADES  CAN  BE  DIFFICULT.  Upgrading  to  Share- 
Point  2013  from  prior  versions  isn't  easy  because 
many  functions  have  been  added,  modified,  fused 
with  others  or  eliminated  altogether,  says  Way  Chong, 
a  technology  governance  manager  at  Toyota  Financial 
Services.  "I  recommend  putting  aside  the  assumption  of 
backwards  compatibility  and  planning  for  retesting  your  cus¬ 
tomization  when  upgrading  to  SharePoint  2013." 


5  IT  REQUIRES  COMPANY-WIDE  POLICIES.  Focus  on 
governance,  advises  Toyota's  Chong,  so  that  policies 
address  what  users  can  or  can't  do  with  the  product. 

A  cross-departmental  governance  board  should 
anticipate  how  employees  will  use  SharePoint,  set  poli¬ 
cies,  encourage  a  common  look  across  SharePoint  sites  and 
require  consistent  data  definitions,  Chong  says. 

-Juan  Carlos  Perez 
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Vetting  Moral  Courage 

Ask  probing  questions  to  discern  whetheryour  job  candidates  have  the  integrity 
to  make  unpopular-but-necessary  decisions  by  kristen  lamoreaux 


ost  of  us  have  physical  courage,  retired 
Marine  Corps  Col.  Anthony  Wood  told 
a  recent  gathering  of  CIOs.  “But  there 
is  another  type  of  courage,  one  that  in 
my  experience  is  less  common:  moral 
courage.  My  simple  definition  is  doing  or  saying  what  is 
right  or  needed,  knowing  it  could  be  unpopular  or  even 
damaging  to  you.”  He  also  made  clear  that  moral  courage 
includes  a  dose  of  human  understanding. 

Wood  knows  something  about  courage:  He  led  the 
U.S.  evacuation  of  Saigon  in  1975  (remember  the  pictures 
of  helicopters  on  rooftops?).  His  lecture  was,  for  me,  one 
of  those  “Aha”  moments.  Everything  we 
talk  about  today  as  key  to  being  a  good 
leader— accountability,  integrity  and 
conviction,  balanced  with  empathy  and 
humility— was  summed  up  in  those  two 
words:  moral  courage. 

As  hiring  managers,  we  tend  to  assume 
that  the  personable  applicant  before  us 
will  have  all  of  those  characteristics.  But 
there’s  a  danger  that  we’ll  fail  to  ask  the 
probing  questions  that  could  confirm  the 
candidate  has  those  traits.  “I  don’t  think  people  hold  soft 
skills  in  high  enough  regard.  They  get  too  caught  up  trying 
to  hire  the  biggest  egghead  in  the  store,”  says  retired  mili¬ 
tary  officer  Salvatore  Abano,  who  is  also  SVP  and  global 
CIO  for  insurer  Tower  Group  Companies. 

How  can  a  hiring  manager  assess  a  candidate’s  moral 
courage?  Abano  listens  for  clues  that  the  applicant  will  fit 
Tower’s  culture,  which  requires  high  integrity  and  a  “we, 
not  I”  mind- set. 

Another  approach  is  to  ask  the  classic  interview  ques¬ 
tion:  “What’s  the  most  unpopular  decision  you  made  and 
why  did  you  make  it?”  But  Abano  goes  further,  probing  to 
discover  a  candidate’s  thought  patterns  and  motivations. 
“I  will  test  their  humility  by  giving  my  definition  of  lead¬ 
ership  and  then  gauging  their  body  language  and  facial 
expressions,”  he  says.  “If  I  get  a  ‘hmm’  answer  or  discom¬ 
fort,  I  know  they  don’t  get  it.  If  I  get  a  smile  or  an  expression 


of  calm,  I  start  to  think  there’s  opportunity  for  this  person.” 

Military  officers  are  trained  “to  be  able  to  explain  the 
rationale  of  your  decisions  and  how  to  have  the  spine  to 
identify  and  correct  things  that  are  wrong,”  Abano  says. 
“It’s  harder  in  the  current  corporate  America  culture  to  call 
out  something  as  wrong  if  your  boss  is  explosive  or  if  you 
don’t  feel  safe.”  But  he  maintains  that  leaders  must  create  a 
culture  where  employees  are  held  accountable,  empowered 
to  innovate  and  feel  safe  enough  to  acknowledge  mistakes. 

Michelle  Tillis  Lederman,  author  of  The  11  Laws  ofLikabil- 
ity  and  a  new  book  for  veterans  called  Heroes  Get  Hired,  says 
interviewers  often  neglect  to  evaluate  moral  courage,  “but 
the  skill  should  not  be  undervalued.”  She 
notes  that  moral  courage  takes  different 
forms  in  the  battlefield  and  in  the  board- 
room.  “In  the  civilian  workplace,  moral 
courage  means  you  know  when  to  speak 
up  and  stand  up  for  something  you  feel 
strongly  about.  It  means  taking  a  risk,  and 
thinking  outside  the  box,  when  the  easy 
and  safe  thing  is  not  the  right  thing  for  the 
company  or  client.” 

Lederman  adds  that  moral  courage  can 
produce  corporate  benefits.  “It  is  the  courage  that  leads  to 
the  next  innovative  idea,”  she  says.  “It  can  be  the  differ¬ 
ence  between  a  solid  brand  with  customer  goodwill  and 
a  lawsuit.” 

Whether  candidates  have  honed  these  skills  in  the  mili¬ 
tary  or  in  the  corporate  ranks,  hiring  managers  need  to 
identify  and  assess  those  attributes  that  are  vital  to  suc¬ 
cessful  leadership  at  their  company. 

Abano  was  emphatic:  “You  can’t  just  do  the  job;  it’s 
always  more  than  that.  You  have  to  do  what’s  right.  If  you 
don’t  have  a  person  with  moral  courage  balanced  with  com¬ 
passion,  you’re  just  going  to  get  someone  who  is  going  to 
punch  a  card,  get  along,  and  go  home— and  that’s  not  the 
makeup  of  today’s  leader.” 


Kristen  Lamoreaux  is  president  and  CEO  of  Lamoreaux  Search, 
which  finds  IT  professionals  for  hiring  managers. 


Moral  courage 
can  lead  to 
innovative  ideas, 
strong  brands 
and  customer 
goodwill. 
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Tainted  food.  Drug  shortages.  Untraceable  guns. 

Public  safety  is  at  risk  because  outdated  technologies 
make  it  tough  to  untangle  the  supply  web  and 
track  problems  back  to  their  source. 

BY  KIM  S.  NASH 


n  September  2006,  people  started  to  get  sick  from  spinach  contaminated  with 
E.  coli  bacteria.  As  more  people  were  hospitalized,  investigators  narrowed  the  list 
of  suspects  but  couldn’t  pinpoint  the  source  of  the  contamination. 

Incomplete  electronic  data,  unreliable  verbal  reports  and  long  trudges  through 
too  many  paper  files  hindered  progress.  The  FBI  served  search  warrants.  Even  the 
Bioterrorism  Act,  which  was  enacted  after  9/11  in  part  to  tighten  monitoring  of  the 
American  food  supply,  didn’t  work  as  envisioned. 


A  frustrated  Food  and  Drug  Administration  made  a  bold 
move:  It  advised  the  public,  flat  out,  to  stop  eating  bagged  spin¬ 
ach.  The  next  day,  grower  Natural  Selection  Foods  launched 
a  recall,  followed  by  several  distributors  and  packagers.  The 
investigation  continued  into  November  as  officials  tried  to 
piece  together  where  and  exactly  how  E.  coli  got  onto  the 
spinach.  A  final  report  wouldn’t  be  issued  until  March  2007. 

Ultimately  205  people  in  26  states  became  ill.  Two  elderly 
women  and  a  toddler  died. 

“The  information  we  had  wasn’t  good  enough,”  says  Ed 
Treacy,  vice  president  of  supply  chain  efficiencies  at  the  Pro¬ 
duce  Marketing  Association,  a  trade  group. 

Data  disconnects  threaten  public  safety  in  other  ways.  Seri¬ 
ous  drug  shortages  continue  to  surprise  doctors  and  hospitals 
as  pharmaceutical  companies  and  a  long  chain  of  distributors 
and  other  sellers  fail  to  share  the  right  data  soon  enough  to 


avoid  problems.  Four  hundred  twenty-nine  drug  shortages  in 
2010  and  2011  prompted  federal  legislation  last  year  to  require 
the  pharmaceutical  industry  to  notify  the  FDA  of  potential 
shortages  of  certain  kinds  of  drugs.  Cancer  drugs  and  anes¬ 
thetics,  in  particular,  frequently  fall  into  short  supply.  “The 
worst  situation,”  says  Patty  Morrison,  CIO  of  $108  billion  drug 
distributor  Cardinal  Health,  “is  when  a  patient  is  scheduled 
[for  treatment]  and  they  don’t  have  the  drug.” 

To  make  fundamental  safety  changes,  companies  must 
make  big  strides  to  share  data  with  each  other,  government 
agencies,  and  even  the  public.  But  unstandardized  product 
codes  and  incompatible  systems  block  data  sharing.  Trace- 
ability  is  further  complicated  in  the  food  business  by  the  many 
processes  a  food  or  ingredient  undergoes  between  farm  and 
fork.  As  products  move  between  origination,  sorting,  shipping, 
re-sorting  and  repacking  before  the  consumer  ever  sees  them, 
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Traceability  throughout  the  supply 
chain  improves  public  safety  and 
can  become  a  competitive  advan¬ 
tage,  says  Patty  Morrison,  who 
is  CIO  and  EVP  of  Customer  Care 
Shared  Services  at  Cardinal  Health, 
a  $108  billion  drug  distributor. 
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Microsoft  Desktop  Optimization  Pack 
Empowers  Workers  and  Enables  Flexi 
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provides  more  effective  PC  management— 
with  tools  for  virtualization,  personalization  and  reducing  costs  of 
supporting  encryption 


Organizations  are  increasingly  enabling  flexible  workstyles 
for  their  users  through  virtualization  technologies,  and  many 
use  encryption  to  safeguard  data  on  worker  devices.  With  the 
release  of  Microsoft  Desktop  Optimization  Pack  (MDOP) 
2013  for  Software  Assurance,  companies  now  have  the 
ability  to  utilize  more  advanced  tools  to  better  manage  those 
technologies  and  other  key  aspects  of  Windows  8. 

MDOP  is  a  suite  of  technologies  designed  to  enable  the 
well-managed  PC  environment.  Available  as  a  subscription 
for  Software  Assurance  customers,  it  was  first  offered  in  2007 
and  has  been  regularly  updated  to  enhance  management  and 
monitoring  of  desktops  across  the  enterprise. 

MDOP  virtualization  technologies  help  personalize 
the  user  experience,  simplify  application  deployment,  and 
improve  application  compatibility  with  Windows.  MDOP 
helps  to  manage  and  deploy  important  Windows  features 
like  BitLocker  and  Group  Policy,  and  saves  time  by  enabling 
proactive  desktop  repair  planning. 

»  Reducing  Cost  of  Device 
Encryption  Support 

The  latest  release  Of  MDOP  includes  Microsoft 
BitLocker  Administration  and  Monitoring  (MBAM) 

2.0,  which  helps  simplify  enterprise  provisioning  and 
deployment  ofWindows  8  BitLocker,  reduces  the  costs  of 
supporting  encrypted  devices  while  improving  compliance 
and  providing  reporting  capabilities. 

“Microsoft  BitLocker  Administration  and  Monitoring 
[MBAM]  1.0  enabled  BitLocker  to  quickly  become  one  of 
the  most  popular  Windows  features,”  says  Chris  Hallum, 


senior  product  marketing  manager,  Windows.  “Based  on 
continuing  feedback  from  customers,  one  of  the  primary 
goals  for  MBAM  2.0  was  to  help  further  reduce  the  costs 
associated  with  managing  and  supporting  encrypted 
devices.” 

Originally  introduced  in  2006,  BitLocker  is  a  drive 
encryption  technology  that  offers  enterprise  class  security, 
performance,  and  reliability  for  Windows.  MBAM 
was  first  incorporated  in  MDOP  2012  to  help  simplify 
the  deployment  of  Bitlocker  encryption  to  devices  and 
removable  drives,  provide  centralized  monitoring  and 
reporting,  and  to  help  minimize  support  costs. 

With  the  release  of  version  2.0,  MBAM  includes 
Windows  8  support  and  a  new  self-service  recovery  portal 
that  helps  users  perform  support  tasks  without  the  need  to 
call  the  help  desk.  In  addition,  MBAM  can  now  be  integrated 
into  System  Center  Configuration  Manager  2007  and 
2012,  which  enables  it  to  be  integrated  within  the  existing 
infrastructure  that  is  already  deployed. 

MBAM  1.0  really  helped  simplify  the  BitLocker 
deployment  process,  and  with  MBAM  2.0  that  process  gets 
even  better.  Traditionally,  setting  up  a  device’s  security 
cryptographic  component,  Trusted  Platform  Model  (TPM) 
could  require  a  reboot,  or  even  user  interaction.  With 
Windows  8  and  MBAM  2.0,  that  process  is  now  completely 
automated  so  that  it  is  all  managed  in  the  background. 

According  to  Troy  M.  Neal,  director  of  Information 
Technology  with  YES  Prep  Public  Schools,  BitLocker 
and  MBAM  worked  perfectly  for  his  organization.  “We 
especially  liked  how  MBAM  integrates  with  System 
Center  2012  Configuration  Manager  to  ease  deployment 
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and  reporting,  and  how  the  self-service  portal  speeds  key 
recovery,”  says  Neal. 

»  Broader  Embrace  of 
Virtualization  Experience 

Productivity  can  be  boosted  when  organizations  are 
able  to  provide  a  user  with  personal  Windows  experience 
that  matches  their  unique  workstyle.  MDOP  provides  key 
virtualization  technologies  to  help  personalize  the  user 
experience  and  simplify  application  deployment. 

Etisalat  Lanka,  a  Colombo,  Sri  Lanka-based 
telecommunications  services  company,  is  deploying 
MDOP’s  Microsoft  Application  Virtualization  (App-V)  5.0 
to  more  than  500  employees  who  are  able  to  take  advantage 
of  virtualized  applications  that  run  on  computers  without 
having  to  be  installed.  The  organization  also  uses  User 
Experience-Virtualization  (UE-V),  another  MDOP  tool,  to 
deliver  a  personal  Windows  experience  across  many  physical 
and  virtual  devices  and  applications  to  each  user. 

Etisalat  Lanka’s  100  call  center  employees  share 
computers  and  are  often  assigned  different  devices. 
Previously,  when  a  computer  had  to  be  reimaged,  it  took  the 
IT  staff  six  to  eight  hours  to  reinstall  the  operating  system, 
applications,  and  drivers.  The  employee  then  had  to  spend 
up  to  three  hours  recreating  personal  settings.  With  the 
virtualization  tools  implemented,  employees  are  able  to  start 
their  day  immediately  because  their  personal  settings  are 
always  available. 

Etisalat  Lanka  can  now  initiate  its  move  to  a  cost- 
effective  VDI  environment  in  its  80  remote  customer  care 
centers.  “App-V  and  UE-V  make  it  easier  to  implement  VDI. 
With  App-V  Shared  Content  Store  we  can  dramatically 
reduce  disk  requirements  for  VDI  while  leaving  the 
application  provisioning  process  unchanged,”  says  Sohan 
de  Silva,  Manager  of  IT  Support  and  Data  Center  at  Etisalat 
Lanka.  “And  with  UE-V,  employees  can  work  at  different 
care  centers  with  zero  downtime,  because  their  settings  are 
immediately  available.” 

With  MDOP  2013,  App-V  5.0  now  adds  support  for 
Office  2010,  extending  the  ability  to  have  a  consistent 
experience  with  virtualized  Office. 

UE-V  was  also  updated  in  MDOP  2013  to  include 
support  for  Office  2007,  which  some  organizations  see 
as  a  key  aid  as  they  shift  employees  to  new  devices  while 


retaining  a  consistence  experience  with  the  productivity 
applications  in  use  on  their  older  desktops. 

»  Recovery  and  Policy 
Management 

Other  key  components  of  MDOP  provide  IT  with 
desktop  recovery  and  group  policy  change  management  tools. 

The  Diagnostics  and  Recovery  Toolset  (DaRT)  makes 
it  easier  for  IT  teams  to  recover  PCs  that  have  become 
unusable  by  helping  to  rapidly  diagnose  issues  and  quickly 
repair  unbootable  or  locked-out  systems,  all  without  leaving 
their  desks — and  much  faster  than  reimaging  the  machine. 
With  DaRT,  IT  is  able  to  shift  desktop  repair  from  reactive  to 
proactive,  saving  time  and  removing  challenges  associated 
with  troubleshooting  and  repairing  system  failures. 

Another  key  feature  is  Advanced  Group  Policy 
Management  (AGPM),  which  keeps  enterprise  wide  desktop 
configurations  up  to  date,  enabling  greater  control,  less 
downtime,  and  reduced  total  cost  of  ownership  (TCO). 
Enabling  IT  to  manage  user  and  desktop  settings  on  many 
computers  at  once,  AGPM  helps  IT  avoid  downtime  that 
can  result  from  improperly  configured  or  conflicting  group 
policies  and  provides  enhanced  diagnostics  capability  to 
quickly  pinpoint  and  resolve  problems. 

»More  manageability  for  the 
Windows  Environment 

The  Components  of  MDOP  provide  important  features 
and  benefits  that  empower  the  workforce,  make  it  easier  for 
users  to  take  advantage  of  a  flexible  workstyle,  and  assist  IT  in 
managing,  monitoring  and  deploying  key  Windows  features. 
Companies  can  provide  their  end-users  with  access  to  virtually 
any  application,  anywhere  without  installing  applications 
directly  on  their  computers  and  enable  users  to  change  their 
device  while  keeping  their  experience.  The  latest  version 
of  MDOP  makes  Windows  8  even  more  manageable  and 
provides  new  enhancements  to  better  manage  the  BitLocker 
encrypted  devices  within  an  environment. 

For  more  information  please  go  to 

www.microsoff.com/MDOP 
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the  traditional  supply  chain  becomes  a  tangled  supply  web.  In 
the  drug  world,  companies  can  exchange  some  data,  but  com¬ 
petitive  strategy  deters  them  from  showing  anyone  too  much 
information  about  manufacturing  plans  or  problems. 

Yet  some  food  and  drug  companies  are  tearing  down  bar¬ 
riers  and  dropping  old  habits  to  share  information  for  public 
safety,  compliance  and,  to  some  extent,  for  a  business  advan¬ 
tage.  If  sharing  data  means  improving  quality  or  heading  off 
problems,  that’s  a  plus.  In  pharmaceuticals.  Cardinal  Health, 
for  example,  is  looking  forward  in  the  supply  chain,  using 
predictive  analytics  to  avert  or  mitigate  drug  shortages.  Food 
companies,  meanwhile,  are  looking  backward,  trying  to  track 
the  origins  of  their  products,  sometimes  all  the  way  to  seeds  in 


the  field.  They  want  to  please  consumers  curious  about  where 
their  food  comes  from  but  also  make  recalls  faster,  more  accu¬ 
rate  and  less  devastating.  As  Treacy  puts  it,  “If  our  consumers 
don’t  have  confidence  in  us,  we’re  out  of  business.” 

Food  Recalls:  Backwards  and  in  High  Heels 

Salmon  that  carries  listeria,  baby  incubators  that 
delete  or  overwrite  patient  care  data,  blood  prod¬ 
ucts  potentially  tainted  with  germs,  lawn  mow¬ 
ers  that  can  catch  fire— hundreds  of  products  in 
dozens  of  industries  have  been  recalled  this  year. 
CIOs  who  want  to  keep  their  companies  out  from  under  head- 
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This  Could  Take  Awhile 

Outdated  technology,  incomplete  data  and  political  constraints  lead  to  inefficiencies 


After  the  shooting  deaths  at  New¬ 
town,  Conn.'s  Sandy  Hook  Elementary 
School  in  December,  a  public  outcry 
erupted  in  favor  of  stricter  gun-control 
laws,  In  the  weeks  after  the  tragedy, 

85  percent  of  Americans  favored  mak¬ 
ing  gun  sales  between  individuals 
and  at  gun  shows  subject  to  the  same 
background  checks  as  those  required 
in  retail  transactions.  And,  according 
to  a  poll  by  the  Pew  Research  Center  in 
January,  67  percent  wanted  a  federal 
database  to  track  gun  sales. 

But  public  sentiment  hasn't  pro¬ 
duced  legislative  change  at  the  federal 
level.  In  April,  the  politically  powerful 
National  Rifle  Association  took  credit  for 
halting  Senate  legislation  that  would 
have  required  background  checks  for 
almost  all  gun  buyers.  And  current  law, 
backed  by  the  NRA,  prohibits  federal 
agencies  from  creating  a  central,  elec¬ 
tronic  database  of  gun  sales, 

Cun-rights  activists  worry  that  an 
easily  searchable  national  database  of 
gun  owners,  gun  households  and  gun 
numbers  could  be  used  by  an  overreach¬ 
ing  government  to  confiscate  guns,  in 
violation  of  the  Second  Amendment. 

So  the  Bureau  of  Alcohol,  Tobacco, 
Firearms  and  Explosives  (ATF),  which 
is  the  federal  agency  that  traces  guns 
for  criminal  investigations,  often  works 


in  the  IT  Dark  Ages.  How  dark?  Micro¬ 
fiche  and  paper.  When  a  request  for  a 
trace  comes  in,  an  ATF  employee  scrolls 
through  microfiche  images  of  paper 
records  to  figure  out  where  the  gun  was 
originally  sold  and  to  whom.  ATF  han¬ 
dled  344,000  trace  requests  last  year. 

"Using  this  antiquated  and  ineffi¬ 
cient  system,  a  firearms  trace  can  take 
days,  or  even  weeks,  thereby  frustrat¬ 
ing  criminal  investigations,"  says  a 
report  by  the  Center  for  American  Prog¬ 
ress,  a  liberal  think  tank. 

Background  checks  on  people  who 
want  to  buy  guns  is  a  semi-manual  pro¬ 
cess  also,  FBI  or  state  officials  query  the 
National  Instant  Criminal  Background 
Check  System,  known  as  NICS.  Among 
other  information,  NICS  indexes  data 
about  criminal  convictions,  illegal  aliens 
and  people  ruled  mentally  ill  by  a  court 
or  other  official  body.  While  NICS  is 
pretty  big,  with  10.4  million  records,  it's 
incomplete. 

For  example,  states  aren't  required 
to  submit  mental  health  records,  and 
some  don't.  Most  states  don't  submit 
noncriminal  records  that  would  be 
pertinent  in  a  gun  background  check, 
such  as  failed  drug  tests  for  people  on 
probation,  according  to  a  Government 
Accountability  Office  study. 

To  do  a  background  check,  a  store 


clerk  has  the  customer  fill  out  a  "firearms 
transaction  form"  that  asks  for  informa¬ 
tion  such  as  name,  address,  Social  Secu¬ 
rity  number,  and  the  person's  criminal 
history  or  drug  use.  If  he's  not  in  the  NICS 
index,  he  gets  to  buy  the  gun. 

If  he  is  in  the  index,  the  call  is  trans¬ 
ferred  to  a  NICS  examiner,  who  has 
access  to  more  detailed  information. 

The  examiner  may  make  a  decision  then 
and  there,  or  he  may  delay  the  request 
pending  further  investigation. 

If  the  gun  is  sold,  the  retailer  must 
store  certain  data  about  the  transac¬ 
tion,  including  who  the  buyer  is  and 
what  the  serial  number  is  on  the  gun.  If 
the  gun  is  ever  recovered  in  a  criminal 
investigation,  law  officers  can  have  the 
ATF  trace  it  by  serial  number,  to  help 
with  detective  work, 

The  traceability  of  guns  remains 
caught  in  a  web  of  outdated  technol¬ 
ogy,  Byzantine  processes,  incomplete 
records  and  political  battles.  A  new 
Pew  survey  in  May  found  public  opin¬ 
ion  virtually  unchanged  from  January, 
says  Carroll  Doherty,  an  associate 
director  there.  Eighty-one  percent  of 
those  surveyed  want  more  background 
checks  and  66  percent  want  a  federal 
database.  "A  four-month  debate  on  gun 
policy  hasn't  changed  many  minds  at 
all,"  he  says.  -K.S.N. 


JULY  1,  2013  www.cio.com 


You  don't  buy  communications  products  for  your  own  benefit.  You  buy  those  products  so  you  can  better  service 
your  customers.  Our  products  and  cloud-based  services  are  developed  to  help  you  deliver  the  best  possible 
experience  to  your  customers  -  turning  that  superior  experience  into  a  competitive  advantage  for  your  business. 
Give  your  customers  choices  in  the  media  types  they  use  to  contact  you.  Give  your  employees  immediate  access 
to  information  and  documents  so  they  can  respond  more  quickly  to  your  customers.  Provide  automated  self- 
service  that  allow  your  customers  to  complete  transactions  without  frustration.  Each  customer  is  unique.  The 
service  you  deliver  should  be  unique  as  well.  Now  you  can  deliver  more. 


Interactive  Intelligence* 

Deliberately  Innovative 

www.inin.com 


CONTACT  CENTER  •  UNIFIED  COMMUNICATIONS  •  BUSINESS  PROCESS  AUTOMATION 

Cloud-based  or  On-premises 


COVER  STORY  ::  Supply  Chain 


28 


lines  about  ever-expanding  or  botched  recalls 
must  understand  that  you  won’t  know  how 
good  your  supply-chain  traceability  is  until 
you  have  to  run  it  in  reverse. 

The  killer  spinach  crisis  revealed  com¬ 
munication  gaps  as  the  greens  were  picked, 
bagged,  sorted  into  different  brands,  sent  to 
grocers  and  purchased  for  consumer  dinner 
plates.  The  Bioterrorism  Act  of 2002  fell  short: 

It  calls  for  food  companies  to  track  one  step 
forward  and  one  step  back— that  is,  where  they 
got  a  product  and  who  they  handed  it  off  to. 

But  farmers  are  exempt  and  although  the  act 
calls  for  identification  codes  on  food  products,  it  doesn’t  require 
them  to  be  in  a  format  that’s  standardized  among  all  the  par¬ 
ties  handling  a  product.  Plus,  it  doesn’t  mandate  that  the  data 
be  digital,  which  leads  to  paper-as-usual  at  many  companies. 

The  Food  Safety  Modernization  Act  (FSMA)  signed  in  2011 
tries  to  shift  from  reacting  to  crises  to  preventing  them,  says 
Faye  Feldstein,  a  senior  adviser  in  Deloitte  Consulting’s  food 
and  product  safety  practice.  The  act  “puts  the  responsibility 
on  the  industry  to  understand  the  hazards  in  their  system  and 
how  to  minimize  or  eliminate  them,”  she  says. 

The  act,  which  is  the  first  overhaul  of  food-safety  rules  since 
1938,  calls  for  the  FDA  to  create  record-keeping  requirements 
for  tracing  high-risk  foods,  including  a  full  pedigree  of  the 
food’s  distribution  history.  The  FDA  has  overseen  required  pilot 
traceability  tests— on  peanuts,  tomatoes  and  frozen  dinners— 
but  hasn’t  written  the  data  requirements  yet,  nor  defined  what 
foods  count  as  high-risk.  The  FDA’s  recent  pilots  tried  different 
approaches  to  analyzing  information  and  defining  critical  data, 
such  as  receiving  date,  shipping  date,  lot  and  serial  numbers, 
and  various  location  identifiers. 

FSMA  also  requires  the  Department  of  Health  and  Human 
Services  to  work  with  the  Secretary  of  Agriculture,  among  oth¬ 
ers,  to  assess  technologies  that  can  be  used  to  trace  food.  They’re 
not  supposed  to  prescribe  specific  technologies,  but  to  offer 
general  guidance. 

But  there  are  no  specifics  yet.  A  lot  of  the  work  is  going  on 
now  and  industry  groups  hope  to  influence  the  final  product, 
Feldstein  says. 

For  example,  the  Produce  Marketing  Association  is  helping 
to  implement  the  Produce  Traceability  Initiative  (PTI),  a  set  of 
standards  it  published  with  three  other  trade  groups  in  2008. 
PTI  calls  for  every  case  of  produce  to  carry  a  barcode  containing 
a  lot  number  and  Global  Trade  Item  Number  that  is  scanned  by 
every  entity  that  handles  it  along  the  supply  chain.  This  would 
replace  the  common  practice  of  each  company  stamping  its  own 
lot  number  on  the  side  of  the  case,  which  can’t  be  scanned  or 
recorded  by  the  receiver. 

In  their  own  tests  with  tomatoes,  PTI  adopters  traced  the 
source  and  distribution  of  contaminated  product  in  24  to  48 
hours.  “A  far  cry  from  spinach,”  Treacy  notes. 

PTI  supporters  originally  projected  the  produce  industry 
would  implement  the  standard  by  the  end  of  last  year.  So  far, 
just  20  percent  to  40  percent  of  produce  cases  in  the  supply 
chain  use  it,  he  estimates.  That  has  less  to  do  with  any  onerous 


technology  investment  than  the  reality  that  big  retailers,  such 
as  Wal-Mart  and  Kroger,  haven’t  mandated  it.  Wal-Mart  has 
sent  a  letter  to  top  suppliers  strongly  encouraging  adoption  but 
hasn’t  forced  the  issue  by,  say,  writing  it  into  contracts. 

Many  companies  go  their  own  way.  The  berry  company 
Driscoll’s,  for  example,  has  its  own  system  based  on  barcodes, 
Microsoft’s  Dynamics  AX  software  and  HarvestMark  trace- 
ability  software.  Most  berries  (except  blueberries)  are  packed 
in  pre-labeled,  plastic  clamshell  containers  in  the  field.  Other 
foods,  such  as  spinach,  are  brought  to  processing  plants  for 
washing  and  sorting,  and  to  be  readied  for  store  shelves.  Part 
of  a  day’s  haul  may  be  labeled  there;  another  part  may  be  sent 
somewhere  else,  perhaps  to  another  company  altogether,  to  be 
sorted,  packaged  and  labeled.  For  many  foods,  says  Erik  Olson, 
senior  director  of  the  food  portfolio  at  The  Pew  Charitable 
Trusts,  “there’s  an  extraordinarily  complex  web  of  interactions 
between  producers,  suppliers  and  consumers.”  Each  organiza¬ 
tion  that  touches  a  food  may  keep  records  differently,  he  says. 
“Is  it  a  shoebox  or  a  database  with  common  terminology?” 

It  is  at  the  handoffs  between  companies  that  visibility  drops, 
says  Craig  Henry,  a  director  in  Deloitte  Consulting’s  food  and 
product  safety  practice.  A  big  industrial  farming  company  may 
capture  more  detail  about  a  crop  than  the  regional  distributor 
that  handles  it  next.  No  matter  the  specifications  eventually  cho¬ 
sen,  moving  all  food  companies  to  standardized  digital  records 
will  save  time  and  expense  during  recalls,  Henry  says.  “And  in 
the  event  of  a  food-borne  illness,  it  could  save  lives.” 

Drugs:  Getting  Your  Share 

Pharmaceutical  companies  worry  about  recalls, 
too,  both  for  the  dangers  faulty  products  pose  and 
for  the  shortages  that  often  follow.  Chemical  con¬ 
tamination,  deviation  from  approved  processes, 
discoloration  and  packaging  problems  have  all 
spurred  recalls  this  year.  Pfizer,  a  $59  billion  drug  maker,  is 
dealing  with  the  recall  of  250,909  bottles  of  Levoxyl,  a  thyroid 
pill,  because  of  a  strong  odor.  An  oxygen- absorbing  canister  in 
the  bottle  is  to  blame,  Pfizer  says.  The  company  advises  patients 
to  discuss  alternative  medications  with  their  doctors  because 
the  recall  will  cause  a  temporary  shortage. 

That’s  just  one  of  241  shortages  so  far  this  year,  according 
to  the  American  Society  of  Health-System  Pharmacists.  The 
number  of  shortages  in  2005?  Just  61. 
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Leading  causes  of  drug  shortages  include  manufacturing 
problems,  delays  in  manufacturing  or  shipping  and  scarce 
active  ingredients,  the  government  says.  “It  has  gotten  to  a  cri¬ 
sis  state,”  says  Andy  Keller,  a  VP  of  inventory  management 
at  Cardinal  Health,  which  delivers  50,000  different  types  of 
drugs  and  about  one-third  of  all  medications  in  the  U.S. 

When  problems  occur,  manufacturers  are  required  to  notify 
regulators  but  not  necessarily  business  partners,  such  as  distrib¬ 
utors  or  pharmacies.  Often,  hospitals  and  doctors  don’t  find  out 
about  the  lack  of  medicines  until  the  FDA  posts  an  alert  online. 

Christiana  Care  Health  System,  a  large  hospital  center 
with  $2.1  billion  in  patient  revenue  and  1,100  beds,  is  typical. 
Christiana  has  no  internal  systems  for  predicting  shortages 
of  medicines  its  patients  need,  says  Randall  Gaboriault,  CIO. 
Rather,  pharmacy  staff  monitor  the  FDA’s  website  and  rely 
on  conversations  with  suppliers,  among  other  information¬ 
gathering  methods,  he  says.  “They  troll  every  day.” 

When  the  pharmacy  team  hears  of  a  potential  shortage  of 
a  given  drug,  the  hospital  tries  to  secure  extra,  he  says.  “They 
start  doubling  up.  Everyone’s  trying  to  stockpile.” 

Hoarding  is  just  what  Cardinal  Health  seeks  to  stop  with 
its  Supply  Disruption  Program  for  better  predicting  shortages. 
No  one— not  hospitals,  suppliers  or  drug  makers— wants  to 
jeopardize  patient  care,  CIO  Morrison  says.  But  hoarding  by 
one  organization  often  means  less  medication  for  another  and 
creates  the  conditions  that  can  lead  to  the  sale  of  unauthorized, 
price-inflated,  gray- market  drugs,  she  says.  “The  unavailability 
of  these  products  forces  doctors  to  use  less-effective  options,” 
she  adds.  Congress  has  held  hearings  on  price  gouging.  One 
example:  Cancer  drug  Fluorouracil,  normally  priced  at  $7  per 
dose,  soared  to  $600  during  a  shortage  last  year. 


TREACY,  VP  OF  SUPPLY  CHAIN  1 
PRODUCE  MARKETING 


confidence 


bis 

■ 

Cardinal’s  predictive  analytics  system  uses  statistical  analy¬ 
sis  tools,  including  open-source  R  software  and  packages  from 
SAS  Institute,  to  reveal  potential  shortages.  The  system  consid¬ 
ers  market  intelligence  from  customers,  manufacturers  and 
Cardinal’s  internal  data.  For  example,  a  significant  uptick  in 
hospital  orders  for  a  cancer  medicine  might  signal  that  cus¬ 
tomers  are  buying  more  because  they  think  it  could  soon  be 
scarce.  The  system  would  combine  that  tidbit  with  data  from 
drug  makers  and  other  factors  to  predict  the  timing  and  sever¬ 
ity  of  the  shortage,  Keller  says. 

An  allocation  methodology  then  kicks  in  to  mete  out  por¬ 
tions  of  the  drug  supply  among  customers  clamoring  for  it. 
Cardinal  doesn’t  fill  100  percent  of  every  customer’s  order  on  a 


first-come,  first-served  basis.  If  a  shortage  is  expected.  Cardinal 
will  allocate  available  products  in  proportion  to  what  customers 
have  ordered  in  the  past.  So  if  only  half  the  needed  supply  of  a 
drug  is  available,  customers  who  normally  order  40  doses  will 
get  20  instead.  “That’s  the  best,  fairest  way  to  ensure  customers 
have  what  they  need  for  patients,”  he  says. 

Traceability  up,  down  and  sideways  through  a  supply  chain 
can  improve  public  safety.  Along  the  way,  transparency  will 
become  a  competitive  advantage,  CIO  Morrison  says.  Cardinal 
will  be  able  to  react  faster  to  changing  conditions,  she  says.  For 
example,  once  it  predicts  a  shortage,  the  company  can  launch  a 
search  for  likely  alternatives  to  offer  to  customers  faster. 

To  make  its  predictions  more  accurate,  however.  Cardinal 
needs  more  information  more  consistently  from  drug  makers. 
It  can’t  force  them  to  reveal  supply  issues. 

“Some  of  our  suppliers  are  more  advanced  than  others  when 
it  comes  to  providing  accurate,  timely  information  about  manu¬ 
facturing  and  other  product  availability  issues,”  Keller  says, 
diplomatically.  “We  are  committed  to  working  closely  with  our 
suppliers  to  enhance  collaboration  and  communication.” 

In  part  to  help  curb  sales  of  counterfeit  drugs— which  rise 
during  shortages  of  the  real  thing— some  states  have  set  new 
rules  for  tracing  pharmaceuticals.  For  example,  some  states 
require  serial  numbers  on  packages  that  can  be  used  to  authen¬ 
ticate  a  chain  of  custody  down  to  the  dose  level.  That  would  help 
healthcare  providers  avoid  fake  medications  that  may  harm 
patients,  says  Gabrielle  Cosel,  manager  of  drug  safety  at  Pew. 

The  numbers  could  also  be  linked  to  markings  on  the  prod¬ 
uct  itself.  Last  year,  for  example,  when  attention-deficit  pill 
Adderall  was  in  short  supply,  a  counterfeit  version  could  be 
bought  online.  While  real  Adderall  shows  “dp”  and  “30”  on 
either  side  of  the  pill,  the  counterfeits  lacked  those  markings.  In 
New  York  last  year,  48  people  were  charged  with  fraud,  accused 
of  buying  prescription  drugs  from  patients  and  repackaging 
and  reselling  them  into  the  legitimate  supply  chain.  Medicaid 
lost  $500  million  due  to  the  scheme,  according  to  officials. 

Had  track-and-trace  systems  been  in  place,  where  ideally 
each  entity  verified  the  numbers  on  the  drugs,  the  crime  may 
have  been  caught  earlier,  Cosel  says.  “We  need  to  do  something.” 

California  is  out  front,  requiring  manufacturers,  distribu¬ 
tors  and  pharmacies  to  use  unique  identification  numbers, 
transaction  data,  ownership  information  and  other  certifica¬ 
tion  material,  with  phased  implementation  starting  in  2015.  A 
national  system  would  supersede  a  patchwork  of  state  rules, 
Cosel  says,  but  there  isn’t  one— yet. 

Last  year,  Congress,  the  pharmaceutical  industry  and  vari¬ 
ous  advocacy  groups  started  to  hammer  out  a  workable  policy, 
but  the  effort  stalled  this  year  as  the  Senate  and  House  decided 
to  push  separate  proposals.  The  industry  is  eager  for  national 
regulations,  Cosel  says,  in  part  because  complying  with  dif¬ 
ferent  state  laws  would  be  more  expensive  and  complicated. 

Some  companies  have  forged  ahead,  using  California’s  regu¬ 
lations  as  a  guide. 

Pfizer  recently  built  a  system  to  trace  drugs  from  the  factory 
floor  all  the  way  to  patients’  hands.  The  company  applies  serial 
numbers  in  the  form  of  2-dimensional  and  regular  barcodes  to 
individual  units,  cases  and  pallets,  to  monitor  movements  and 


share  data  with  other  companies  and  government  agencies. 
Early  tests  of  the  system,  starting  in  2011  with  McKesson,  a  $122 
billion  drug  distributor,  revealed  how  complex  the  data  integra¬ 
tion  problem  is,  according  to  Peggy  Staver,  director  of  product 
integrity  at  Pfizer.  Staver  talked  about  the  system  in  a  webinar 
on  traceability  last  year.  Pfizer  declined  interview  requests. 

It  was  10  months  before  Pfizer  and  McKesson  were  able  to 
complete  a  transaction  using  all  the  required  electronic  data  for  a 
shipment  of  Viagra  without  any  errors,  Staver  said.  “This  is  one 
product  between  two  trading  partners.  Think  about  the  amount 
of  effort  across  all  trading  partners  and  their  trading  partners. 
There’s  a  whole  lot  of  work  to  be  done  before  2015,”  she  said. 

Progress  Is  Slow,  Uneven 

Disparate  systems,  and  sometimes  no  electronic 
systems  at  all,  hide  problems  in  any  supply  chain. 
But  in  food  and  drugs,  the  consequences  can 
hurt  people.  At  the  very  least,  a  lack  of  coherent, 
accessible  data  prolongs  investigations  and  often 
magnifies  the  damage,  says  Treacy  at  the  Produce  Marketing 
Association.  Some  spinach  companies  went  out  of  business  after 
the  2006  debacle  sent  sales  plummeting,  he  says.  Spinach  was 
implicated  in  another  E.  coli  outbreak  late  last  year. 

Part  of  the  problem  is  that  the  food  industry  isn’t  monolithic. 


Safety  requirements  for  meat  differ  from  those  for  peanuts, 
which  differ  from  strawberries,  which  differ  from  eggs.  Even 
within  any  one  category,  companies  have  invested  in  tracking 
systems  to  varying  degrees,  says  Olson  from  Pew,  which  is 
promoting  traceability  legislation  in  both  food  and  pharma¬ 
ceuticals.  “There’s  a  huge  gray  area  between  leading  lights  and 
folks  who  have  done  virtually  nothing,”  he  says.  But  everyone 
sees  that  standardization  will  eventually  come,  “whether  from 
the  FDA  or  for  business  reasons.” 

Drug  companies,  meanwhile,  are  pressing  forward.  At  a  House 
hearing  on  traceability  in  April,  members  of  key  pharmaceutical 
associations  agreed  that  uniform  regulations  at  the  federal  level 
would  increase  security  and  patient  safety,  as  well  as  improve  the 
recall  process.  Michael  Rose,  a  vice  president  of  supply  chain  vis¬ 
ibility  at  Johnson  &  Johnson,  exhorted  Congress  to  move:  “What 
we  really  need  at  this  point  in  time  as  we’re  making  our  invest¬ 
ments  is  a  clear  end  game.  We  need  to  know  where  the  goalpost  is 
fixed.  If  we’re  making  investments  to  put  serialized  numbers  on 
our  product  and  also  to  exchange  data,  we  want  to  make  sure  the 
other  parties  in  the  supply  chain  are  also  using  those  numbers.” 

The  need  for  new  rules  is  clear,  says  Pew’s  Cosel.  What  isn’t 
clear  are  the  rules  themselves.  Ul!J 


Contact  Managing  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  @knash99. 
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SD  ADVANCED,  IT  PRACTICALLY  RUNS  ITSELF 

(but  it  would  still  open  the  pod  bay  doors) 


DATA  TRANSFER 
AND  SECURITY 


r  .  \ 
v  y 


ADVANCED  MFT 
PLATFDRM 


Learn  More  at: 
globalscape.com/hal 


The  U.S.  Army  and  corporations  around  the  world  trust  us  to  handle  their 
Mission-Critical  Data.  Our  managed  file  transfer  platform  can  be  deployed 
on-premise,  hosted  in  the  cloud  or  fully  managed  by  us  -  secure  file  transfer 
experts.  Find  out  how  we  can  help  secure  your  data... 


global  ;cape 

securely  connected* 


peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 

Jump-Starting  Innovation 

To  spark  valuable  new  business  ideas,  creative  CIOs  are  trying 
out  techniques  such  as  hackathons  and  'innovation  stations' 

KEN  PIDDINGTON,  GLOBAL  PARTNERS 

BUILD  FROM  THE  EDGES 

Global  Partners  started  out  as  a  local  heating-oil  company.  Today,  we’re  a  Fortune  500 
company  that  is  a  leader  in  the  storage,  distribution  and  marketing  of  energy  products. 

In  IT,  we  have  to  innovate  to  support  that  rapid  growth. 

I  budget  5  percent  of  my  team’s  time  to  play  with  new  technology,  from  the  senior- 
most  leader  to  the  newest  person  on  the  team.  But  with  just  25  of  us  in  IT,  we  lean  on  our 
vendors  a  lot,  particularly  with  our  “innovation  challenges.”  We  bring  in  like-minded 
partners  and  encourage  them  to  compete  and  collaborate  to  develop  the  most  innovative 
and  cost-effective  solution  to  a  problem.  It’s  fun  to  see  them  jockey  for  position  and  then 
play  nicely  together  for  our  benefit. 

We’re  an  80-year-old  company  with  systems,  processes  and  people  that  have  ►  ►  ► 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of  more  than  500  CIOs, 
founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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Planning  a  city's  future  is  Kevin's  business. 

We're  proud  he's  made  it  our  business,  too. 

At  Time  Warner  Cable  Business  Class,  we  listen  to  your  needs,  offer  advice  and  deliver 
best-in-class  solutions.  That  is  why  Kevin  came  to  us.  Together,  we  set  up  Dedicated  Internet 
Access  and  Cloud  Services  to  help  him  share  files  faster,  videoconference  easily  and  stay 
connected  to  his  team.  We  helped  Kevin  bring  his  ideas  to  life.  And  we  can  do  the  same  for 
you.  To  learn  how,  call  us  for  a  consultation  today. 

Ranked  #1  in  Customer  Loyalty  by 


FROST  &  SULLIVAN 


1.877.615.4332  |  twcbc.com 

INTERNET  I  VOICE  I  TELEVISION  I  NETWORK  SERVICES  I  CLOUD  SERVICES 


TIME  WARNER  CABLE 

Business  Class 


Products  and  services  not  available  in  all  areas.  Actual  speeds  may  vary.  Some  restrictions  apply. 
Time  Warner  Cable  Business  Class  is  a  trademark  of  Time  Warner  Inc.  Used  under  license. 

©2013  Time  Warner  Cable  Enterprises  LLC.  All  Rights  Reserved. 
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been  in  place  for  decades,  so  there  can  be  resistance  to  innovation.  We 
choose  our  spots  carefully.  When  we  wanted  to  introduce  a  new  business 
intelligence  dashboard,  we  knew  some  groups  were  pretty  set  in  their  ways, 
so  we  worked  with  a  small  marketing  unit  that  was  more  open  to  new  tech¬ 
nology.  Soon,  all  the  groups  started  asking  for  it.  We  want  giant  changes,  but 
we  focus  on  the  edges;  build  it  there,  and  it  will  slowly  creep  in. 

LYNDEN  TENNISON,  UNION  PACIFIC 

EVERYONE'S  AN  INNOVATOR 

Union  Pacific  needs  innovation  to  improve  safety,  service  and  efficiency, 
and  create  customer  value.  Our  research  council,  led  by  the  executive  vice 
president  of  operations,  meets  quarterly  to  review  emerging  technologies 
that  may  have  business  applications,  and  then  invests  millions  of  dollars 
in  them.  This  council  led  to  our  unique  in-motion  wheel  defect  detector  in 
North  Platte,  Neb.  The  wheels  of  every  rail  car  carrying  coal  are  inspected 
using  ultrasound  technology— and  then  often  repaired  without  leaving  the 
track— improving  safety  and  decreasing  downtime. 

The  research  council  is  great  for  solving  those  big  problems.  But  we  have 
a  smart  IT  staff  of 2,000  people,  and  we  want  them  to  share  their  craziest 
ideas  without  fear.  Four  years  ago,  we  implemented  the  Innovation  Station. 
Anyone  in  IT  can  post  an  idea  to  this  anonymous  online  forum.  Once  an 
idea  receives  a  certain  number  of  votes— 80  percent  positive— we  provide 
$3,500  and  60  days  to  pilot  it.  We  have  funded  everything  from  little  ideas 
to  significant  projects. 

One  IT  professional  wanted  to  build  an  algorithm  to  address  the  number 
of  false  positives  in  our  equipment  inspection  processes.  He  was  right;  we 
were  bringing  equipment  in  for  repairs  needlessly.  The  algorithm  saved  the 
company  $10  million  a  year. 

KATHERINE  GOLDEN,  CORBIS 

NEVER  STOP  QUESTIONING 

Our  business  is  going  through  disruptive  change,  requiring  IT  to  challenge 
the  status  quo.  I  worked  for  a  CEO  who  would  literally  stand  on  his  desk  to 
look  at  a  problem  from  a  different  angle.  I  still  do  that  today.  That  new  per¬ 
spective  makes  the  difference  in  identifying  breakthrough  innovation.  As  a 
midsize  company  with  the  challenges  of  a  global  company,  the  key  is  not  that 
we  have  all  the  right  answers  but  that  we  ask  the  right  questions— whether 
we’re  in  an  IT  discussion,  a  business  meeting  or  a  sales  call. 

We  never  let  ourselves  get  too  impressed  by  a  single  idea.  With  millions 
of  archived  images,  search  innovation  is  a  big  focus.  But  instead  of  patting 
ourselves  on  the  back  as  we  release  a  new  feature,  we  get  the  development 
team  and  business  stakeholders  in  a  room  to  figure  out  how  to  make  it  better. 

Corbis  has  formal  programs  to  encourage  innovation,  like  our  annual 
hack  day  and  incentive-based  patent  program.  But  one  of  the  most  impor¬ 
tant  ways  I’ve  increased  innovative  thought  is  by  increasing  diversity.  I 
want  that  brand-new  person  who  asks  20  questions  working  alongside  the 
veteran  with  20  years  of  experience.  One  of  our  interns  created  an  iPhone 
app  for  suppliers.  It  wasn’t  on  our  road  map,  but  it’s  a  great  new  product 
that  our  suppliers  love. 


Note 


Global  IT  Talent  Strategy 


register  Managing  IT  is  an  increas¬ 
ingly  global  affair,  requiring  the  coordi¬ 
nation  of  collaborative  teams  around 
the  world.  Whether  you  are  supporting 
employees  in  North  America,  expanding 
your  markets  in  Latin  America,  empower¬ 
ing  your  salesforce  in  Europe  or  manag¬ 
ing  a  development  team  in  Asia,  having 
the  right  IT  talent  is  critical  for  success. 
On  July  25,  join  Karl  Salnoske,  executive 
vice  president  of  service  delivery  and 
CIO  of  GXS,  as  he  shares  his  strategy  for 
developing  and  managing  a  global  IT 
workforce,  council.cio.com/globaltalent 


Women  in  Business  Connect 


join  The  IT  industry  has  long  struggled 
to  attract  more  women  into  the  profes¬ 
sion,  particularly  with  1.4  million  new 
computer-related  jobs  expected  to  open 
up  by  2020,  according  to  the  National 
Center  for  Women  and  IT.  The  Executive 
Women  in  IT  (EWIT)  Leadership  Con¬ 
nection  is  helping  women  capitalize  on 
these  opportunities.  The  group  identifies 
the  realities  of  career  advancement  and 
teaches  the  best  practices  of  success¬ 
ful  C-level  women  executives.  EWIT 
members  learn  to  boost  their  confidence, 
view  business  through  a  wide  lens, 
exercise  a  highly  collaborative  spirit 
and  balance  all  the  choices  of  a  fulfilling 
life,  council.cio.com/connection 


The  Softer  Side  of  IT 


download  Influencing. Communica¬ 
tion.  Leadership.  Business  acumen. 
These  soft  skills  are  increasingly  required 
of  IT  professionals.  The  CIO  Executive 
Council  recently  produced  an  hour- 
long  program  addressing  how  CIOs  can 
develop  these  skills  at  all  levels  in  their 
organizations.  Download  the  recording 
to  hear  Cora  Carmody,  senior  vice  presi¬ 
dent  of  IT  at  Jacobs  Engineering,  explain 
how  her  company  built  a  consistent 
pipeline  of  talent  at  the  entry,  middle 
and  senior  levels  of  IT.  Jacobs  is  also 
the  recipient  of  the  first-ever  Engaging 
Youth  in  IT  Award,  launched  by  the  CIO 
Executive  Council  and  Computerworld. 
council.cio.com/softskills 
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Mobility 

simplified 


With  AT&T  Mobile  Enterprise  Management,  it's  never  been  easier 
to  keep  your  business  moving  forward. 


Together,  we  can  design  and  execute  your  mobile  solution  -  from  strategy 
consultation  to  network  security  and  device  control,  through  content 
distribution,  workspace  management  and  application  development. 


AT&T  can  help  you  meet  your  mobility  needs  in  a  highly  secure  mobile  infrastructure 


Learn  more  about  our  Mobile  Enterprise  Management  solutions  at 
att.com/mem 


©  2013  AT&T  Intellectual  Property  All  rights  reserved.  AT&T,  the  AT&T  logo  and  all  other  AT&T  marks  contained  herein  are 

trademarks  of  AT&T  Intellectual  Property  and/or  AT&T  affiliated  companies. 
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Skis,  Boots,  Poles  and  IT 

For  Kirsten  Lynch,  CMO  at  Vail  Resorts,  a  CIO  partnership  leads 
to  better  guest  experiences  by  martha  heller 


How  is  Vail  Resorts  using  tech¬ 
nology  to  help  guests  with  vaca¬ 
tion  planning? 

For  years,  we’ve  had  a  CRM  system 
that  gives  us  basic  demographic 
and  behavioral  data.  But  this  year, 
we’ve  taken  it  to  the  next  level, 
where  we  understand  and  can  cat¬ 
egorize  our  customers’  attitudes. 
Skiing  is  such  a  passion-based 


How  do  these  personas  affect 
the  trip-planning  experience? 

At  some  point,  our  guests  call  us 
to  book  their  vacation.  We  are 
piloting  some  new  technology  that 
pre-populates  the  agent’s  screen 
with  everything  we  know  about  our 
guests.  Because  we  know  a  guest’s 
motivation,  we  can  personalize 
what  we  talk  to  them  about. 


We  need  to  go 
beyond  basic  data  to 
understanding  why 
our  guests  come 
to  the  mountain. 


business  that  we  need  to  go 
beyond  basic  data  to  understand¬ 
ing  why  our  guests  come  to  the 
mountain. 

We  have  the  “Alpine  A-Listers,” 
who  are  hard-core  about  skiing 
and  also  passionate  about  the 
luxury  experience.  Then  there  are 
the  “Village  Sophisticates,”  who 
tend  to  care  more  about  dining, 
shopping  and  spas  than  skiing. 

The  “Shred  Heads”  care  only  about 
getting  to  the  mountain  and  mak¬ 
ing  the  most  of  their  ski  day— it’s 
not  about  luxury  for  them. 

For  each  segment,  we  know  how 
many  days  they  ski  a  year,  where 
they  ski  and  what  they  spend  their 
money  on.  We  then  gear  our  mes¬ 
saging  to  each  group. 


What  are  you  doing  with  social 
media? 

Three  years  ago  we  launched  Epic- 
Mix,  an  application  that  allows  our 
guests  to  track  statistics  on  their 
devices,  including  which  resorts 
they’ve  been  to,  their  total  vertical 
feet  accomplishments  and  their 
speed  on  certain  runs.  Skiing  is  all 
about  coming  down  to  the  lodge  and 
trading  stories.  We  are  bringing  that 
heritage  into  the  21st  century. 

Once  EpicMix  had  been  in  use 
for  a  year,  we  wanted  to  engage 
more  people,  so  we  stationed  pho¬ 
tographers  all  over  our  mountains. 
Guests  can  ski  up  to  a  photogra¬ 
pher,  who  scans  their  ticket  and 
takes  a  photo  of  them— or  of  their 
friends  and  family  elsewhere  on  the 


mountain.  The  photos  go  to  their 
EpicMix  account,  and  they  can 
share  them  on  social  media. 

That  requires  a  good  relation¬ 
ship  between  marketing  and  IT. 
How  do  you  achieve  that? 

Our  CIO,  Robert  Urwiler,  and  I 
view  our  relationship  as  a  partner¬ 
ship.  We  are  always  in  each  other’s 
office,  brainstorming  new  ideas  and 
talking  about  problems.  On  critical 
projects,  we  meet  weekly  with  our 
teams.  If  there  are  issues  or  trade¬ 
offs  to  address,  Robert  and  I  are 
right  there  in  the  room. 

What  advice  would  you  give  CIOs 
on  partnering  with  their  CMOs? 

When  an  idea  comes  out  of  mar¬ 
keting,  some  IT  leaders  will  first 
jump  to  potential  hurdles.  My 
advice  would  be  to  start  with 
what’s  possible;  that  makes  a  huge 
difference  to  me. 

What  is  next  in  the  way  of  tech¬ 
nology  innovation  at  Vail? 

We’ve  just  launched  One  Pass, 
where  we  use  customer  information 
to  move  our  guests  quickly  through 
the  ticket-buying,  ski-rental  and  ski- 
school  processes.  I  expect  One  Pass 
to  be  transformational:  When  we 
can  keep  customers  from  waiting  in 
line  or  filling  out  paperwork,  we  are 
delivering  on  our  mission  of  creat¬ 
ing  an  experience  of  a  lifetime. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  (g>marthaheller . 
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MARKETPLACE 


www.MelissaData.com/global 
or  call  1-800-MELISSA  (635-4772) 


MRUSSAlM-rai 


Your  Partner  in  Data  Quality 


Melissa  Data  can  help  you  globalize  your  applications  as  you 
expand  operations  to  other  countries  or  reach  new  customers  in 
emerging  markets.  As  a  world  leading  data  quality  vendor,  we 
offer  solutions  to  verify,  correct  and  standardize  addresses  in 
over  240  countries.  Eliminate  returns,  cut  postage  expenses, 
prevent  fraud  and  keep  your  customers  happy  by  verifying  their 
address  before  you  send  a  package. 

•Reduce  address  correction  fees  -  save  up  to  $10  per  package 
•Efficiently  validate  and  correct  addresses  every  time  you  ship 
•Maintain  high  customer  satisfaction 

Accurate  data.  Delivered. 


^  Address  Verification 
^  ID  Verification 
^  Email  Verfication 
t\/  GeoCoding 
f„j/  IP  Location 
^  Name  Parsing 
^  Phone  Verification 
^  Record  Matching 
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SALES  AND  SERVICES 


CIO  CONTACT 
INFORMATION 


EXECUTIVE  COMMITTEE 
President&  CEO 

Michael  Friedenberg 
508-935-4274 

Executive  Assistant  to  the 
President  Si  CEO 

Pamela  Carlson  *508-935-4274 

SVP  of  Human  Resources 

Patricia  Chisholm 
508-935-4734 

SVP  of  Events 

Ellen  Daly  *508-935-4273 

SVP  Si  Chief  Content  Officer 

John  Gallant  *508-766-5426 

SVP  of  Digital 

Brian  Glynn  •  508-935-4586 

SVP  of  Strategic  Programs  Si 
Custom  Solutions  Group 

Charles  Lee  *508-935-4796 

SVP,  Group  PublisherSi  CMO 

Bob  Melk*  415-975-2685 

SVP  SiGeneral  Manager, 
Online  Operations 

Gregg  Pinsky  •  508-271-8013 

SVP  of  DEMO 

Neil  Silverman  •  508-766-5463 

SVP  Si  COO 

Matthew  Smith  •  508-820-8102 

SVP  Si  General  Manager, 

CIO  Executive  Council 

Pam  Stenson  •  508-935-4089 

SVPof  Digital,  Si  Publisher 

Sean  Weglage  •  415-978-3314 

SALES 

PublisherEmeritus 

GaryJ.  Beach  •  508-935-4202 

VP&Publisher 

Adam  Dennison  •  508-935-4087 


Senior  Sales  Operations 
Manager 

Christine  McKay 
508-988-7836 

Senior  Sales  Operations 
Coordinator 

Bethany  Whiffin 
508-935-4092 

Sales  Operations  Coordinator 

Megan  Roman  •  508-820-8123 

EAST COAST 

Account  Director,  Integrated 

Ellie  St.  Louis  *201-634-2332 

Account  Coordinator 

Alex  Pierce  *508-766-5345 

NEW  ENGLAND/CENTRAL 
Account  Director,  Integrated 

Brian  Keenan  •  847-508-8428 

Account  Coordinator 

Stephanie  Moran  •  508-935-4154 

WEST COAST 
Regional  Sales  Director, 
Integrated 

Kevin  Ebmeyer  •  415-975-2684 

Account  Coordinator 

Christine  Hostetler 
415-975-2683 

Account  Director,  Integrated 

Ai  Collins*  415-975-2686 

Account  Coordinator 

Lauren  Eckenfelder 
415-935-2687 

ONLINE  SALES 
Account  Director, 

Digital,  East  Coast 

Richard  Hartman 
508-935-4487 


Account  Directors,  Digital, 
West  Coast 

Carmen  Facas  •  415-975-2681 
Erika  Karr  *415-978-3329 
Christine  Hostetler 
415-975-2682 

Director  of  Ad  Operations  & 
Project  Management 

Bill  Rigby  *508-820-8111 

Director  of  Digital 
Account  Services 

DanielleThorne 

508-988-7969 
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i  Green  Screens 

As  Tiger  Woods  played  the  third  round  of  the  PGA  Championship  last  year,  millions  of  fans  hung  on  each 
shot,  watching  the  superstar  lose.  Checking  scores  on  TV,  mobile  apps  and  online,  they  realized  that  even  at 
that  stage,  Woods’  poor  play  put  him  out  of  the  running.  Fans  depend  on  second-by-second  updates,  so  PGA 
scorekeepers  must  be  fast  and  reliable.  To  report  every  shot  taken  by  up  to  150  golfers— totaling  more  than 
150,000  data  points  per  tournament— walking  scorekeepers  use  Intermec  CN50  handheld  computers.  The 
devices  may  not  be  glitzy,  but  their  8-hour  battery  life  means  they  last  through  all  18  holes  and  the  occasional 
sudden-death  playoff,  says  Lou  Manz,  director  of  IT  at  The  PGA  of  America.  “We  used  to  have  devices  that 
would  run  out  [of  battery]  in  four  or  eight  holes,  and  we’d  have  golf  carts  running  all  over,”  he  says.  With  as 
many  as  75  volunteer  scorekeepers,  who  usually  arrive  just  one  day  before  the  tournament,  ease-of-use  is 
key,  Manz  says.  “They  may  know  golf,  but  they  don’t  know  technology.”  —Lauren  Brousell 
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